When a woman shops 

for shampoo, rinse 

or wave set 

it's no casual purchase 

she is making... 

in those jars and bottles 

her feminine eye perceives 
the very essence of romance - 
for all the while, you see 


She has a picture 

in her mind — 

a heart-stirring vision 

of coiffured loveliness, 
inspired by a page 

in her favorite magazine — 
and now, lending nature 

a friendly hand 

she'll make that picture real! 


McCall’s editors 

know how to implant 
these mental pictures 
that so compellingly 
influence the shopping 
expeditions of women 
in 3,600,000 homes. 


McCall's Magazine, Adv. Dept» 
444 Madison Ave., Neu York 22 
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“But we cart run 


Compliments of 4 friend’again | 


Don’t give up! You can make closing dates with time to spare 
when you use the speed of Air Express. This inexpensive, rush 
service makes clients, production men, engravers, and pub- 
lishers breath easier, and sleep sounder! They use Air Express 
regularly to take full advantage of all the time available. 
Since Air Express goes on all flights of all Scheduled Airlines. 
shipments never “wait around” waiting for loads to accumulate. 
You benefit from around-the-clock schedules and air speeds up 
to 5 miles a minute. Shipments even go coast-to-coast overnight! 
Same day delivery between many airport towns and cities. 


Specify Air Express-its Good Business 


@ Low rates — special pick-up and delivery in principal U. S. towns 
and cities at no extra cost. 

@ Moves on all flights of all Scheduled Airlines. 

@ Air-rail between 22,000 off-airline offices. 

@ Direct air service to and from scores of foreign countries. 


Just phone your local Air Express Division, Railway Express 
Agency, for fast shipping action . .. Write today for Schedule of 
Domestic and International Rates. Address Air Express, 230 Park 
\ve., New York 17. Or ask for it at any Airline or Railway Express 
Office. Air Express Division, Railway Express Agency, representing 
the Scheduled Airlines of the United States. 


GETS THERE FIRST- 


Fastest delivery — at low rates 


Plates (7*4 lbs.) up in St. Paul, Minn., 
were needed in Baltimore fast. Picked up 
at 8:30 PM on the 2nd, delivered 11-35 
AM on 3rd. 949 air miles, Air Express 
charge, only $2.57. Heavier weights, any 


distance, similarly inexpensive and fasé 
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of New York 
Retail Food 


Advertisers 


no surer proof of Journal-American 


selling power among Yemen 


RETAIL food advertisers’ basic appeal is to women. The fact that pmo 
food merchants use more advertising in the Journal-American than : 
in any other metropolitan newspaper shows conclusively that they 


z be Retail Food Linage 
sell more women . .. in the home . . . through the Journal-American. 


New York Evening Newspapers 
First Nine Months 1947 


In New York for the first nine months of 1947 the Journal-American 
published 45% of all evening newspaper retail food linage . . . and 
more linage than the entire morning field put together. 
121,780 
You've got to sell women. Follow the pattern of New York’s retail — 
food merchants. Use the Journal-American and you'll reach more 
women in the home than through any other New York evening news- 
Paper. Your story strikes home in the... 


Journals 


ag ~~ a - 
RY SAN NINO 7 THE AMERICAN i PEOPLE J 3 4th 3rd 2nd Journa 
ER HY FOR Y~ LUI LTE JAEERICEN ele Paper Paper Paper American 
NEW YORK’S DOMINANT EVENING NEWSPAPER 
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Le she nude about you' 


The acquisitive instinct of Woman's Day’s more than 3,000,000 women readers 
is surpassed only by their collective ability to buy. In '48, for example, these prudent, 
provident housewives will have at their disposal no less than $10,287,000,000 
with which to satisfy their families’ appetites for 


$3,726,000,000 for Food and Drink 


$1,863,000,000 for Housing, Household Appliances and Furnishings 
$1,377,000,000 for Clothing 
$ 648,000,000 for Transportation and Recreation 


$ 291,000,000 for Drugs 
$ 243,000,000 for Personal Services 
Further, consider that (1) 71% of Woman's Day readers are concentrated in cities of 10,000 
and over. (2) Woman’s Day readers comprise the greatest percentage of housewives 
and mothers of any women’s service magazine. (3) Woman's Day enjoys the greatest 
single copy sale (100%) of any magazine in existence. (4) Woman’s Day (without 
advertising inducement) has received more than 600,000 reader letters, more than 700,000 
requests for instructions in a single year. (5) Woman’s Day readers constitute the greatest 
concentration of price-conscious, economy-minded women in these United States. 


Advertisers who count costs court women who count pennies. 


because buying is a woman’s business: 


a WomansDay is never done 


1) MAGAZINE 
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THE BAREFOOT BOY OF B.H. 


A lady we know got a letter the other day. It was 
about turkeys. She thought the letter was so good that 
she sent it to us. And she assured us that licking the 
envelope was no bother at all, account of she was drooling 


age and delivery dates—and not forgetting the neces- 
sary wherewithal to send these gustatory delights on 
their way. 


Or, before you even contemplate regular monthly 


something fearful after she had finished reading what 
we're reprinting below. 


Dear Gourmet: 


One of your thoughtful and discriminating friends, 
somewhere along the line, has suggested your name to 
me. 


So pause, before you consign this missive to your 
waste-basket, your file drawer, or the cheerful fire in 
your grate. 


Yes, pause and read it through. For it is your 
introduction to one of the gustatory wonders of mod- 
ern civilization. Ex-Governor Harold Hoffman, Helen 
Hayes, Lowell Thomas, Eddie Dowling, Frank Fay, 
Bert Lahr, Ed Wynn, Claude Raines, Helen Mencken, 
Ralph Bellamy, Abraham Straus, Inc., Philip Morris 
Co. Ltd., Tecla, Koret, and thousands of others of 
stage, screen, microphone, and fine old American fam- 
ily life have ordered, cooked, relished and re-ordered 
again and again, my incomparable fresh Brittany 
Hills White Holland Turkeys . . . these social regis- 
terites, the veritable four hundred, of turkeydom 
universally pronounced “The finest turkeys in the 
world.” 


TURKEYS are my pride and joy. Not the pin- 
feathered, blue-complexioned, ironmuscled, spavined 
wretches you see dangling drearily from the butcher's 
hooks come November. Not by a long country mile. 
My turkeys are broad breasted, short legged, snowy 
thatched aristocrats, each with a pedigree longer than 
an O'Neil trilogy. I raise these darlings from egg- 
hood, in palatial wire palaces. Their dainty feet 
have never touched the mean and dusty earth; nothing 
but the choicest grain and milk have ever entered 
their pristine gullets. They never know the dubious 
joys of exercise; hence, like executives, they bulge with 
tender, succulent, unused muscles. 


"Tis well to remember, the only way you can enjoy 
these unusual birds, is direct from my farm to vou as 
they can’t be purchased in stores. They are shipped 
frosted in de luxe package direct from my farm, arriv- 
ing 24 to 40 hours later completely ready for the oven 
with nary a pinfeather. With them come my special 
cooking directions—so abysmally simple that even a 
bride, or anyone else who knows how to burn toast or 
boil water, can win the loud plaudits of husbands and 
guests; can set them to proclaiming, with Helen 
Hayes: “The turkeys have been simply delicious and 
we thought of you with love and gratitude.” 


Most of my customers are so desirous of getting my 
proud appetite rousing beauties when they want them, 


that they reserve regular monthly shipments through- 
out the year. 


So seize the enclosed order blank without further 
ado, stating your desires as to number of birds, pound- 


shipments, try just one big, broad, stately, succulent, 
Ziegfollyish Brittany Hills White Holland Turkey 
now. And when the ohs and ahs have died down at 
the dinner-table, I am confident you will immediately 
reserve your own monthly shipments and also send 
some of these precious birds extraordinaire to—Aunt 
Minnie, Uncle Charley and as an expression of appre- 
ciation to that charming Mrs. Jones for your lovely 
weekend. 


I am not going to give out with the hucksters’ old 
standby—USsE COUPON!—HURRY, HURRY!—DO IT Now! 
—stuff but I will guarantee that you are in for a very 
pleasant surprise. 


Remember, all the compliments and_ enthusiastic 
raves will be yours, when you serve or give these 
delicious Epicurean delights. You, your family and 
friends must also proclaim these to be “The World's 
Finest Turkey,” or—I’m stuck with the check. 

Cordially yours, 
ARTHUR R. VINTON 


The Barefoot Boy of 
Brittany Hills 


P.S. Your order or inquiry for further informa- 
tion will immediately bring post-haste to your mail 
box gratis, the amusing story of my farming experi- 
ences, with drawings, “The Barefoot Boy of Brittany 
Hills’ and Famous Epicurean Recipes. 


The Vinton coat of arms, which heads his letter, is a 
plump turkey above crossed axes. The order blank which 
was also enclosed carries a line drawing of Mr. V— in 
white tie, tails and . . . bare feet! 


This Arthur Vinton is a one-man avalanche. He covers 
more ground than a Texas tornado. Fact: He's the 


EVERYTHING'S FOWL . . . but the Bill; that's turkey. But 
no one minds paying for one of the Barefoot Boy's birds! 
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WILL & FACTORY’S CENSUS OF MANUFACTURERS PROVIDES 


INDIANA’S INDUSTRIAL MARKET TODAY 


t ns 
> Worthwhile No. Receiving No.of Copies : 
z Plants M&F M&F al 

: Rated over $1,000,000 293 All 508 Ps 

4 $750,000 to 1,000,000 67 All 81 | 

4 500,000 to 750,000 95 All 105 4 

8 200,000 to 500,000 141 All 166 9 

75,000 to 200,000 126 All 134 

F Unrated ? 137* 172 

a 

; 722 859 1,166 


*Mainly important unrated plants and branch plants of large 
companies. **Recent surveys show that each copy of Mi// & 
i Factory is read by 5 or 6 plant executives. 


WAR BOOM AND RECONVERSION have brought to Indiana 
—as to all America —important industrial shifts, 
changes, growths, declines. This latest Mill G Factory 
Survey comes from inside industry; carries vital, up-to- 
the-minute facts, figures, sales data. Here are some of 


the highlights: 


— 60% of the Indiana industrial market is now 
in metal working. Steel mills, foundries and 
miscellaneous iron and steel works alone ac- 
count for 20% of the total industrial employ- 
ment. The state ranks second in the auto- 
motive industry; 5th in iron and steel; 7th in 
electrical machinery. 

— Manufacturing employment is up 45% over 
1939, substantially more than the national 
average increase for the same period. 

— Coal, limestone, cement, clay, gas and oil all 
figure importantly in the state’s economy. 

If you are concerned with bringing sales quotas 
up-to-date or planning sales strategy, this report will 
prove invaluable. Separate statistics on each of the 
leading industrial areas are included. Make sure you 
are concentrating on the right industries in the right 
markets. Send for your copy. 


M & F CIRCULATION IS BASED ON MORE THAN 
2,000,000 SALES CONTACTS A YEAR! 


The 1525 salesmen employed by 135 industrial dis- 
tributors who hand-pick Mi// & Factory's circulation 
AP, 
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make more than 2,000,000 sales calls a year. They 
know what plants are worthwhile . . . know who in 
those plants have buying authority and influence. They 
subscribe to Mi//l & Factory for their customers and 
prospects... . every copy is paid for. 

Think of it! Mi// & Factory's subscription list is 
BUY-TESTED by continuous personal sales calls. 
What would you have to pay for such a prospect list 
if you wanted it for your own exclusive use? What 
would it cost you to maintain it? Plenty! Yet, your 
page advertisement in Mi// & Factory goes to every 
name on that BUY-TESTED subscription list for little 
more than a penny apiece. That's bulls-eye cir- 
culation! 

State of Indiana is No. 36 in the continuing series of 
industrial marketing surveys conducted by Mill & 
Factory. Surveys are ready on the states of Ohio, R. L, 
Conn., Del., Md., Mich., Minn., Colo., Penna., Ala. and 
many important trading areas. Write for all of these 
reports and others to be available soon. Conover-Mast 
Corporation, 205 E. 42nd St., New York 17; 333 No. 
Michigan Ave., Chicago 1; Leader Bldg., Cleveland 14; 
5670 Wilshire Blvd., Los Angeles 36. 


You can size up 


any market 
at a glance 
with our new 


five color 


COUNTY OUTLINE 
RETAIL SALES MAP 
of the U. S. 


If you’re dealing with MARKETS 


are, how big they are, what their sales potential 


where they 
is, what big cities are near them—this map is 


made to order for your needs. 


It measures 314 feet across by 2 feet, 3 inches 
high ... a good size for either wall or desk use. 
Each county in the United States, with its name 
clearly marked, is shown in one of five colors ac- 
cording to its 1946 retail sales level as listed by 
SALES MANAGEMENT'S 1947 Survey of Buy- 
322 of 


are plainly marked with a simple index 


ing Power. The nation’s leading cities 
them 
to their 1947 population levels. The entire con- 
gested northeastern section of the U. S. is blown 
up, and three crowded metropolitan areas (New 
York, Boston and Los Angeles) are enlarged in 


boxes alongside the main map. 


We'll send you one County Outline Retail Sales 
Map by mail, postpaid in a heavy mailing tube, 
for $3.50. If you order more than one, the cost is 


only $2.50 each. Or you can write for more in- 


formation and we'll answer promptly. 


Scales MANAGEMENT 


386 Fourth Avenue, New York 16, N. Y. 


same Arthur Vinton who scares the be-jeepers out of you 
as that eerie voice on such radio shows as “Mr. District 
Attorney,” “The Crime Doctor” and “Mr. and Mrs, 
North.” Fact Two: He writes all his own promotion 
material, including a booklet which regales his customers 
with the vissicitudes of turkey raising. So powerful js 
his fine Italian hand—when it comes to hammering out 
these little bits and pieces—that instead of ordering 
turkeys from him people pester him to come work for 
them. Dunlap Tires decided he’d be just the boy to add 
glamour to rubber, Doubleday-Doran is no its knees 
hoping he’ll write a book for them. One of the biggest 
advertising agencies in the country would let him write 
his own ticket. To them all The Barefoot Boy looks 
aloof and buffs his nails. Bossing his turkeys and zipping 
into town for a couple of radio shows a week are enough 
for him. 


it Happened Like This .. . 


Until he bought his farm in Orange County, N., Y., 
some years back, the nearest Vinton had ever come to a 
turkey was one in which he played on Broadway. That 
should have put him off anything spelled F-O-W-L. 
But like too many New Yorkers visions of 200 year-old 
panelling and the peace which goes only with acreage 
began to dance through Arthur’s head. Nothing would 
do but that he buy the old farmhouse now known as 
Brittany Hills. He was tired he says—this was 1929— 
of dodging the bodies of investment bankers hurtling 
from city windows. After months of battling recalcitrant 
privies, poison ivy, and weeding out the tastefully- 
arranged tin cans which dotted the front lawn, Vinton 
sat back and tried to enjoy the vista. But still, small 
voices began to whisper in his ear, “What are you gonna 
do about all that acreage?” The voices grew so ubiquitous 
that the redoubtable Mr. V. knew he had to do some- 
thing when a Camel in the Central Park Zoo posed him 
the Acreage question. 


One day as Arthur was wheeling through the country 
he came across a turkey farm. He looked up the owner, 


“Are turkeys hard to raise?” he asked. 


The farmer reacted as though somebody had _ blown 
an air-horn in his ear. 


“Turkeys,” he screamed, “are the damndest things that 
ever tried the patience of mankind. They're beautiful 
to look at—fragile as an orchid—stupid beyond belief— 
they stand in the rain and drown—they’re afraid of their 
own shadow—a prey to every possible disease and their 
natural attitude toward life is, to hell with it.” 


That did it. Vinton decided turkey raising was tor 
him. It was a snap. The Brittany Hills turkeys are 
veritable Platos among birds, wise beyond their ancestr) 
calm and docile. They seem to understand that they 
were born with a rendezvous with destiny—and if they t 
going to get it in the neck, as they most certainly are 
they gobble through their span with a poise which would 
give pause to the dignity of a Queen. Incidentally, they" 
doing all right by Arthur Vinton. If he’s known as T he 
Barefoot Boy it’s not—believe us—because he can’t afforé 
the price of shoes. So Arthur Vinton is 
Squire. His nights are hideous with the sound of gobbles 
he watches rain clouds closer than an airline pilot and 4 


cold snap is grounds for the screaming meemies. Watt J 


to change places with him? 
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Jake Cees Kercher 
ON RADIO-LISTENING HABITS IN IOWA! 
30 MINUTES WITH THIS VALUABLE BOOK WILL BRING YOU "UP TO DATE" 


The 1947 Iowa Radio Audience Survey is a complete, brief text-book 
on radio-audience listening habits and preferences in lowa. It answers 
practically every question you could ask, and because these answers 
are furnished in chart and map form as well as in statistical break- 
downs, it tells you what you want to know, almost at a glance. 


Here are a few of the subjects covered by this authoritative research 
(compiled from answers furnished by 8,682 Iowa families—1 out of 
every 73 in the State) : 


Preference-ranking of every station 
heard in Iowa, day and night. 


Percentage of total audience 
preferring each station. 


Areas in which each station is 
preferred. 


Break-down of preferred listening- 
periods, by daytime quarter-hours. 


Types of programs preferred. 


Station WHO 


i 918 Walnut Street 1 
All the above—and many others—are broken down by age. i Des Moines 7, lowa } 
sex, educational status and place of residence (city, village, 3 eens CLOG CON ae, WRN SUNENEN. cm { 

° FREE copy of the (947 lowa Radio Audience Survey. 
farm). This is a survey for the exclusive use of which any ' Name on i 
large agency would gladly pay thousands of dollars. It is B conpany i 
- — ’ Street 

yours FREE on request, so long as the supply lasts. Get § os Peon j 
, ‘ s ’ City State i 
your copy NOW. Use the coupon. i 


* WHO for lowa Plus! * 
Des Moines..... 50.000 Watts 


B. J. Palmer, President. . 


Free & Peters, Inc., National Representatives 
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P. A. Loyet, Resident Mgr. 


F.H. A. reports that 16 per cent of all 
government-insured new home loans are processed 
in its Los Angeles office -and 80 per cent of 


these are in Los Angeles County. So here’s your 


LOS ANGELES EVENING 


market and its favorite evening newspaper! 
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Represented Nationally by Moloney, Regan & Schmitt, Inc. 
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No.° IN A SERIES 


WORK 


SCHOOL 


RECREATION 


WOR i ccsacicasns 35.0% 
ccabsidessnes 147 
PURPOSE OF OUTDOOR TRIPS I asckviesies 8.1 
(average daily percent of all trips) \ scHOOL........... 48 
RECREATION ....... 22.6 
eee 14.8 


DOOR ADVERTISING 


NATIONAL SALES REPRESENTATIVE 
OF THE OUTDOOR INDUSTRY 
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60 EAST 42ND STREET 
NEW: YORK 17, N. Y. 
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New horizons for advertising and selling? ... 


Such a question! Who ever said there weren’t? ... Where? 
Tsk, tsk! Look in your mirror, any mirror, even one on 


a slot machine. Start with your necktie, and look up 


... chin, mouth, nose, eyes, eyebrows, wrinkles—okay? 


Well, the horizons start under that hairline—and there’s 


oodles of them under the thatch! 
A HORIZON is just a place where you stop seeing, a limit 


line! From a tall building or an airplane, horizons 


hustle off farther... And a tall idea can make 
any horizon hump itself! ...Tomorrow maybe, 
some guy shaving himself half-asleep 
may stumble on a stratospheric 
idea. Not atom bomb stuff, but 
very ordinary ... such as 
soapless bathing, a packaged 
haircut, how to make the 
enamel on your teeth everlasting, a breakfast food, a watch 
without works that works, a substitute for smoking, extra 
parking space, universal telepathy, even a fountain pen 
that writes every time! ... Bingo! A few old horizons hurry 
away like mad. And what happens? New factories, new jobs, 
new customers to sell, new advertising, new displays! 
IMAGINATION is incurable. Ideas don’t care who has 
em, or when. So nobody can make horizons stand still! ... 
Why in our place, where we make advertising displays, 
people are always shinnying up stepladders and polishing 
spyglasses!... If you'd like to see some nice new 1947 
horizons, or some satisfactory old ones, just let us know— 


and we'll send somebody from the Horizon Dep’t right over! 


EINSON-FREEMAN Co., inc. ... Life-expectant Lithographers ... 


Starr & Borden Aves., Long Island City, New York ... also 
alert outposts in Chicago, Cleveland, Cincinnati, Minneapolis, 


St. Louis, Atlanta, Dallas, San Francisco, Los Angeles 
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NEWS REEL 


VINCENT E. SUTLIFF 


Formerly eastern sales manager, then general sales 
manager and vice-president, of Americana Corp., is 
elected president and treasurer of the corporation. 


H. C. ALLINGTON 


Promoted from assistant general sales manager to 
general manager of sales of the Wickwire Spencer 
Steel Division of The Colorado Fuel and Iron Corp. 


P. W. STANSFIELD 


Named manager of passenger car tire sales of the 
Replacement Tire Sales Division of The B. F. Good- 
rich Co., succeeding W. E. Ireland in that post. 


F. GWYN VAUGHAN 


Appointed to the newly created position of national 
director of Book of Knowledge sales, the Grolier 
Society, Inc., whose sales force he joined in 1930. 


ERNEST W. HULL 


Newly appointed general manager of public rela- 
tions and sales for the Railway Express Agency, he 
will coordinate these activities for the company. 


IRIS MURDOCK 


Former president of Murdock Metal Products, Inc., 
which Ekco Products Co. purchased last year, now 
assistant sales manager, Ekco Housewares Division. 


WILLIAM M. RIORDAN 


As sales manager for the Bright Star Battery Co., 
Clifton, N. J., he rejoins the company which he 
served in the same capacity from 1924 to 1936. 


B. T. LEITHEAD 


General sales manager and a director of Cluett, 
Peabody & Co., Inc., elected a vice-president of 
the firm he joined in 1929 as a floor salesman. 
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BY SELLING THE GIRLS 


6 FEATURES FROM 
THE DECEMBER ISSUE 


@ Hollywood news— 
Lovella Parsons, 
Jimmie Fidler 


e “Happy Heticay” 
Displays 


e “‘Variety Store 
Cirl” 


2 A Christmas 
Story 


e What Would 
You Do? 


e How to get 
along with 
others 


NOW YOU CAN SELL MOR#I 


Id 


get 
vith 


N SYNDICATE STORES 
HO SELL YOUR PRODUCT 


¢ 


to carry advertising 


starting with January 1948 issue 


Why ‘‘double-barrelled”’ editorial 
policy wins unique influence 
with salesgirls 


OUR campaign in Syndicate Selling can show the 

V vints behind the counter—in 4,614 variety stores 

—how to sell more of your merchandise. You get your 

ideas across to them in the only magazine tailored for 
the syndicate store salesgirl. 

The first issue of Syndicate Selling was published in 


June, 1944, as a Merchandising Service of the Dell 


Modern Group. No effort or expense has been spared 
in making Syndicate Selling an outstanding magazine. 

The new 1948 Syndicate Selling is bigger and better 
than ever—more pages—more stories—new features 
—new format! 


“‘DOUBLE-BARRELLED” APPEAL 


Syndicate Selling enjoys widespread readership among 
salesgirls because it’s a new kind of trade paper with 
a “double-barrelled”’ approach—(1) It appeals to the 
personal interests of the salesgirls with stories, articles 
on beauty, how to be popular, ete. (2) It shows the 
salesgirls how to sell—how to be successful in their work. 


WHAT SALESGIRLS SAY 


“Syndicate Selling is read with enthusiasm by all the 
girls in our store.” K.J.S.* 
“T enjoy your magazine and get numerous ideas for 
my work from it... Many helpful articles.” = P.K.H.* 
“Your magazine is tops. I never skip a page. Your 
instruction articles make a girl feel her work is im- 
portant and interesting.” J.K.* 


DELL PUBLISHING COMPANY, 


WHAT STORE MANAGERS SAY 


“Your articles on selling are wonderful. I’ve devoted 
two store meetings to talking them over.” 0.E.C.* 


“Syndicate Selling is helpful both to store managers 
and store organizations.” E.T.E.* 


“Your training articles have been particularly good. 
The one we reprinted tied in with our school program.” 
1AS.* 


LOW COST! 


Present rates for advertising are amazingly low— 
only $200 a page! A 15-minute summary shows you 
why and how you can sell more by advertising your 
product in Syndicate Selling. Simply write or tele- 
phone—a Syndicate Selling representative will be at 
your office when you want him. 


*NAME OF STORE ON REQUEST 


SYNDICATE SELLING is circulated to the 
4,614 stores of these 10 major chains, 
employing 159,586 salesgirls 


W. T. Grant Co. 

H. L. Green Co., Inc 
S. S. Kresge Co. 

S. H. Kress & Co. 
McCrory Stores Corp. 


McLellan Stores Co. 
G. C. Murphy Co. 
Neisner Bros., Inc. 

J. J. Newberry Co. 
F. W. Woolworth Co. 


INC. 


149 Madison Ave., New York 16, N. Y. (Murray Hill 4-7100) 


360 N. Michigan Ave., Chicago I, Ill. (State 5-0333) 


b 


| 
f 


: 4 ; Vrey'ce the BUYING Audience q 


of CHICAGO 


= 
/ * Trevre CHICAGO'S 


Most IMPORTANT Million 


q | Neve the READER-FRIENDS of 


> 


the Chicago Daily News 


It is not the number of people that determines. 
the value of a market. It is the number of people 
who can buy—and keep on buying. 

This truth is significantly emphasized by the 
income figures at the left. Here is a vast, con- 
centrated pool of dollars available for spending. 
For steady spending. Spending for a great variety 
of things. 

Chicago’s most IMPORTANT million buyers! 
In fact, more than a million by a very conserva- 
tive estimate. Reached by a single HOME news- 
paper — a HOME newspaper with SELECTED 


mass circulation—the Chicago Daily News. 


i an 
e obtained by 


ul ex: 
conducte de 


If you cannot get into these Daily News HOMES 
with what you have to say, you can hardly expect 
to get in with what you have to sell! 


CHICAGO DAILY NEWS 


For 71 Years Chicago's HOME Newspaper 
JOHN S. KNIGHT, Publisher 


DAILY NEWS PLAZA: 400 West Madison Street, CHICACO 
LOS ANGELES OFFICE: 606 South Hill Street DETROIT OFFICE: 407 Free Press Building 
NEW YORK OFFICE: 9 Rockefeller Plaza SAN FRANCISCO OFFICE: Hobart Building 


SALES MANAGEMENT 


Would you like an exact description of the with average U. S. farmers? Wallaces’ 
9 out of 10 lowa farmers who read Wallaces’ Farmer requested the U.S. Census Bureau 
Farmer and Iowa Homestead? Would you to find the answers to questions such as 
like to know how big their farms are, how these and paid them for their work. Results 
much money they make, how many pigs, are presented in this booklet in a simple, 
chickens and cattle they raise compared concise way. No guesswork; just plain facts. 


GET THIS BOOK- 
32 pages of vital 
market information 


ib 


(In performing this study, the 
Bureau of Census, in accord- 
ance with the law, did not re- 
veal any information regard- 
ing any’ individual farm or 
farmer to Wallaces' Farmer 
nor to anyone else.) 


A SPECIAL CENSUS STUDY 
MADE ESPECIALLY FOR 
WALLACES’ FARMER 


Information offered advertisers through 


this booklet is available from no other 
source. The study was made especially 
for Wallaces’ Farmer to provide a de- 
tailed picture of the kind of lowa farmers 
who subscribe to Wallaces’. These facts 
fit these folks and nobody else in the 
world. This booklet provides dato that 
can be of real help to you in measuring 
subscribers as prospects and in selling 
them on your products or services. Mail 
coupon for copy or send request on 
your letterhead now. 


' 


WALLACES’ FARMER AND IOWA HOMESTEAD 
DES MOINES, IOWA 


Gentlemen: Yes, I'm interested in your new book appraising the resources and 


income of the particular kind of farmer who reads your publication. Please 
send me a free copy. 


Firm 


DES MOINES, IOWA 


Individual 


Address 
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This 
dynamic 
@ Speaker 
®@ Author 
@ Publicist 
®@ Counselor 


with an international reputa- 
tion and 25-year vital business 
background is at your service. 


Counseling either in person 
or by airmail anywhere on the 
American Continent! 


HARRY SIMMONS 
Management Consultant 
Hotel Beacon, 2130 Broadway 
New York 23, N. Y. 


Now! You Can Dictate 
As You Travel 


«th te 2 a 


with SoundScriber Portable 
Electronic Disc Dictation Machine 


@ Dictate reports, instructions, memos, letters 

as you travel—on SoundScriber’s featherweight, 
unbreakable plastic discs. Mail the discs to the 
home oftlice or to any other oflice using Sound 
Scribers. No more night work. Get it done as you 
Portable. Selt 
Works in car, at home, in horel room. or 


go—with the SoundScriber con 
tained 


trains. Get all the tacts. Return coupon now. 


JOUND/CRIBER 


The SOUNDSCRIBER CORPORATION 
Dept. SM-ti, New Haven 4, Conn. 


O.K. Send me all the facts on SoundScriber 
NAME 

DI! thecbudabidandebeshvadsnsdieekeaseaubebans 
cITY STATE 
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BY T. HARRY THOMPSON 


Washington is the capital of the 
U. S., but Ernie thought it was Fort 
Knox. Bevin can wait, to twist an 
old song-title. 


No sooner do | compliment Dr. 
Lyon on putting a man’s size pour- 
ing-hole in his tooth-powder can 
than I have to take it back. ‘The very 
next can I bought had returned to 
the peep-hole size. 


I liked this propaganda on a pos- 
ter of A.B.C. Credit, Inc., in the sub- 
way: “We want to lend you money 

. your friends don't!” 
wider circulation. 


It deserves 


Wonder why Kimsul Insulation 
dropped the more distinctive “‘Kimsu- 
lation ?” 

- 

‘Thanks to advertising, people in 
the mass smell -better than they did 
30 years ago. 

* 

‘The new Schick Shaver copy has 
plenty of zip and zing to it. It still 
fails, however, to make the point that 
time 


you get a massage every you 
shave, to keep your face looking 
younger. 
— 
Name tor an all-weather coat: 


“Sunorain.” 
— 


Aside to MeGraw Electric Com- 


pany: “Toastmaster” is an inspired 
name for an electric toaster. Is it 
necessary to say: ‘Toastmaster 


loaster” in your ads? 


Since writing about Dr. Lyon’s 
‘Tooth-Powder a few _ paragraphs 
back, I bought another can with the 
big opening. What goes on? 


Aside to the Russian 
don’t you hibernate? 


Bear: Why 


Because of long closing-dates, copy- 
writers have to project their thoughts 
months ahead. In juicy July, frexam- 
ple, they may be writing copy with a 
Christmas angle; and, in January, 
telling merchants to air-condition 
their establishments against steam- 
room vapors. An odd life, at best, 
copywriting. 

a 

The little minnow is a 
scale-model, you might say. 

es 


sort. of 


Name for an advertising-character 
in the furniture-industry: “Sue 
Veneer.” 

7 

Gruesome Thought Dep't: A fu- 

neral-procession is also a deadline. 
* 

I can hardly pick up a publication 
in which my old friend Walter Weir 
doesn’t have an ad for his agency, an 
editorial, an article, or a short story. 
Where he gets the time is a mystery 
to me; which gives me an excuse for 
a couplet: 

Walter, Walter everywhere, 
Nor any stop to think. 
. 

Dick Dickson offers a trade-name 
for a brand of canned corn: ‘‘Coun- 
try Drummer.” He also tells me 
about a new tablet-dentifrice which 
can be crushed between the teeth to 
create foam for the toothbrush 
an end to bubble-pipes, Dick 


cludes. 


con- 


Some day, bottlers will get smart 
and do away with neck-labels, a 
duplication of the main label and a 
nuisance all around. 

. 

Nir—"That spiritualist is getting fat.” 

Witr—"Yeah: he doesn't get enough 
exorcism. 


7 
Irene Crossmon says Whistler's 
Mother has switched to Calvert be- 


cause it makes her sit tighter. 


No, Vessie; I don’t think the soup- 
people will go for your 
“Strain at a gnat and swallow some 


Campbell's.” 


slogan ° 


At the Republican Convention 4 
year from now, General Ike may be- 
come the man-of-the-eisenhower. 


As a symbol of permanence, ‘I en- 
nyson’s brook moves over to make 
room for the civil war in China. 


. 


“Attlee’s Future,” 
temporary. ‘They 
“Attlee’s Footure,” 


captions a con- 
couldn't mean 
could they? 


SALES MANAGEMENT 


i- 


el- 


ake 


on- 
ean 


NT 


50,000 WATTS 


Michigan’s Greatest 
Advertising Medium 


right to an uncontrolled radio . 


NOVEMBER 


ces 


THE GOODWILL 


G. A RICHARDS 
Pres. 


10, 1947 


You gave us our priceless heritages for... 


the right to our beliefs A 


the right to worship as we please 


the right to freedom of speech 


Americans cherish these freedo 


We are thankful. 


Represented by 


PETRY 


STATION, INC., riser stoc. DETROIT 


HARRY WISMER 


Asst. 


. We 


Democracy 


. the 


ms.. 


4 
wt ? 


al: Sci hes et 


to the Pres. 


s% 
A 


PICTORIAL OR STANDARD 


STOCK OR SPECIAL 


WIRING OR FUNCTIONAL 


YOU NEED at least one of the many HAGSTROM services. Send 
for a “Map Price List’ which includes listings of some of the 6,000 
maps available in HAGSTROM'S complete map store. Outline maps 
for sales territories (cities, counties, towns)—Marketing maps—maps 
to your specifications—and colored map pins. 

Call for a representative to quote on chart work, wiring diagrams, 
product photography, photo retouching, or photo murals. 


Phone or Write Mow CGB MM S@B.AWh EE  COrtlond 7-8790 


HAGSTROM COMPANY + DEPT. S-5, 20 VESEY STREET, NEW YORK 7, N. Y. 


EXPLODED FANCY 


Most pulp fiction magazine readers find work an occupational hazard. 


ESTABLISHED FACT Readers of The Popular Fiction Group 


are on the job, every kind of job. For example, among employed readers 
4.7% are professional people. 12.0% are executives. 28.8% are skilled and 
semi-skilled workers; and 19.1% are clerical and sales personnel. There are 
3,400,000 housewives, too, in this 12,750,000 magazine market. 


7HE Popular Fiction Group 


NEW YORK: 205 East 42nd St. CHICAGO: 333 North Michigan Ave. 
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I had this limerick left over from 


| September : 


“There’s gold in them hills in Kentueky.” 
Quoth Ernie, “And, if we are lucky, © 
We'll drink to his health, 
While sharing the wealth 
Of old Uncle Sap. Ain’t that ducky?” 


es 
Shipping tie-ups have been “stump. 
ing the exports.” 
e 
Gentlemen don’t prefer bonds, jj 
the rush to cash their terminal-leaye 
certificates was any indication. 
* 
In Russia, how do you tell whok 
Slav and who’s slave? 
e 


The skirts look longer, but the 


‘men don’t, as the old gag went. 


Oranges are down to marble-size 
again. Mother Nature must be put- 


‘ting the squeeze on them. 


President ‘Truman flew to Brazil 
in time for that country’s Indepen- 


dence Day celebration. He seen his 


Dutra and he done it. 


India is now in pieces if not at 
peace. 
- 


HEADLINE PARADE 


Do you know the facts of life about 
aluminum ?—Southern States Iron Roofing 
Co. 

“We always expect unexpected guests.” 
—Schlitz Beer. 

Studded with the spicy cloves of his 
wit.—Book-review by Richard Mealand. 


What! No cheesecake? — “Beiter 
Homes.” 

Silent Might—Buick. 

Supple as a mermaid.—Lily of France 
Girdles. 

Why does a dog bury a bone ?—Mor 
santo Chemicals. 

Trotting: New Spurt for an Old Sport 
—Cover-caption on “Newsweek.” 

Devil's Food to tempt angels.—Fstate 
Ranges. 

* 


‘America is the greatest, kindest, 
noblest country in the world,” says 
Beverley Baxter, M.P., “but her men 
die too young because they dont 
know how to drink. An Englishman 
drinks sherry before dinner, then 4 
red or white wine according to the 
food, finishes up with port and per 
haps a brandy, and lives forever. 5 
do the French.” It’s a strong argt 
ment, as Groucho Marx says. 

o 

A later mail brings a daffynition 
from Dick Dickson: ‘Mason & 
Dixon’s Line: The boundary betwee? 
| *Yo’ all’ and ‘Youse guys!’ ”’ 
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M... AN ADVERTISER today has sounder, 

harder-selling advertising than he had a few years ago. 
But there is a joker: so has his competition. 

If he’s going to come out on top in the next few years, 

he’ll have to get advertising that is not just better 

than his own was yesterday, 


but better than his competition’s will be tomorrow. 


YOUNG & RUBICAM, Inc. 


Advertising * New York Chicago Detroit San Francisco 
Hollywood Montreal Toronto Mexico City London 
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How Death Took a Holiday 
in Los Angeles 


“We're going to kill 240 people this 
month.” 


That’s what the Safety Council told 
members of the Los Angeles Advertis- 
ing Club back in December, 1945. 
Traffic deaths were the highest in the 
U.S. A. 


But preaching safety hadn’t done 
any good. 


So the Ad Club task force added a 
grim new twist to their usual signs, 
sermons and spot announcements. A 
picture of every accident was splashed 
on the front pages of the newspapers. 
They 
sprawled ungracefully in pools of 


showed mangled bodies 


blood ... or battered beyond recogni- 
tion by crumpled metal and shattered 
glass. 


Came the gay New Year’s Eve. There 
wasn’t a single death in 12 hours... 
in 48... in 96. Death was taking a 
holiday. Finally, in the 139th hour, a 
drunk lunged for a street car and was 
struck down. That ended the drunk— 


and the longest safety period in the 
city’s history* 


From this grim story with a happy 
ending, advertising men can draw an 
obvious morai: nothing moves people 
like pictures. This fact has long been 
known to the editors of PARADE, 
the Sunday Picture Magazine. 


Just one example of PARADE’S 
potency is the fact that it attracts 
25% to 33% more cover-to-cover 
readership than its competition. And 
this PICTURE POWER carries over 
into the advertising pages, too. In 
comparisons of Starch reports for 
identical ads in Sunday, weekly, or 
women’s magazines, PARADE is con- 


sistently on top in readers per dollar. 


Why not ask us to prove it? 


You ought to be in pictures. . .in 


*With a continuing picture campaign, Los 
Angeles has reduced its traffic death rate 
16% for the first six months of 1947. 
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You can’t lose parlaying 


With 50,000 watts now breaking from 
WGAR’s aerial starting gate, we sent en- 
gineers out to clock them on the course. 

How strong are those watts when they 
reach the finish line—the listeners’ radios? 
We wanted real information. We thought 
you would, too. 

Our clockers made 570 measurements 
at 92 locations in Metropolitan Cleveland 
of the signal strength (in millivolts) of 
all Cleveland stations. Readings were 
taken in every two mile square, averaged 
for the final ratings. 

Out ahead of the pack in Metropolitan 
Cleveland is WGAR, with the strongest 
.- 48.4 


mv/m against the 43.3 mv/m of the place 


signal of all five local stations . 


station (and even farther ahead in the 
nineteen leading shopping centers... 
56.1 mv/m to 40.7 mv/m). 

Then, to Akron and Canton for addi- 
tional feedbox facts went our engineers. 
And again, an average of all readings 
shows WGAR the winner... 


powerful signal from any Cleveland 


the most 


station in these important markets. 


ZA 


AVERAGE MEASUREMENT OF SIGNAL IN MILLIVOLTS (MV/M) 


(five Cleveland stations) 


METROPOLITAN 19 CLEVELAND CITY OF CITY OF 
CLEVELAND SHOPPING CENTERS AKRON CANTON 
WGAR 48.4 WGAR 56.1 WGAR WGAR 4.6 
STATION B 43.3 STATION B 34.8 STATION B STATION B- 3.0 
STATION C 34.3 STATION C 23.7 STATION C STATION C 0.4 
STATION D 32.9 STATION D 40.7 STATION D STATION D- 1.2 
STATION E 8.8 STATION E 19.0 STATION E STATION E 0.1 


OWER and POPULARITY 


And now, turn your glasses over this way where Hooper has 


been running off his own series of Telephone Sweepstakes. 


In the May-June event, WGAR headed the field with a 30.9% | 

“ share of the audience in all rated time periods. And this 
before the increase to 50,000 watts power! 

In the June-July race, WGAR stepped out to a still more com- 


manding lead of 33.2% at the finish. One month of this period 


was with power at 5000 watts, one month at 50,000 watts. 
Now come the July-August results, and WGAR shows its heels to all 
other Cleveland stations with 35.7% share of the audience in all 
rated time periods. That’s 52% more of sets tuned in than the 
next best station! 
When you are making a play for sales in Northeastern Ohio... remember 


.. you can’t lose in parlaying the power and the popularity of WGAR! 


HOOPER STATION LISTENING INDEX (July-August) SHARE OF AUDIENCE 


INDEX STATION B STATION C STATION D STATION E 


23.5 | 11.8 | 16.1 | 14.1 


TOTAL RATED 
TIME PERIODS 


BASIC COLUMBIA AFFILIATE 


Se 50/000 WATTS 


CLEVELAND 


EDWARD PETRY & COMPANY, NATIONAL REPRESENTATIVES 
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DOUBLE-EDGE MEDIA 


IN BUSINESS MARKET | 


By T. NORMAN TVETER, 


Vice-President, 
Markets and Media Director, 
Erwin Wasey Co. 


Markets are like products. They come 
in many different sizes shapes and pack- 
ages — geographical, occupational — eco- 
nomic just to name a few. 


But did you ever think of a market 
being determined or created by the media 
available to you? This is what I eall a 
“media market.” I find it a valuable 
marketing concept to get more results out 
of the same scheduled space. 


_Consider our general business maga- 
zines. They have grown to the point 
where they offer two-markets-in-one for 
the advertiser's dollar. The reader of 
such magazines not only has buying in- 
fluence within his own company, but also 
among his outside business associates 
fellow club members, friends, family, all 
the people with whom he comes in contact. 


For many a business advertiser, this 
secondary buying influence may be just 
as valuable a market as the direct circu- 
lation for which the publication is  in- 
cluded on a schedule. 


What's more, by using several of these 
double-edged general business magazines 
the advertiser can now achieve “satura- 
tion coverage of the entire business 
world—make his product or service wide- 
ly discussed and understood among the 
many, many different elements of our 
complex business market. 


his means a “mass” business market 
is now available to you through such 
magazines as Nation's Business, News- 
week, Time, United States News, Busi- 
ness Week... what I call a “mass media 
market” for the business advertiser, since 
such a market does not. exist 


loes except 
through these publications. 


Ihe mass coverage of your prospects 
through such a_ conveniently packaged 
“mass media market” is worth the atten- 
tion of any advertising or sales manager. 
I never forget the double-edged sales 
effect of these magazines when making 
recommendations to clients. 


* * * 
rhis column is sponsored by Nation's 


Business to Promote the use of a “mass 
technique” in selling the business market. 


_ Four leading general business maga- 
zines offer you in 1948 a combined circu- 
lation of 1,310,000 executive subscribers 
over 15 million pages a year on 12-13 
time schedule. The combined rate for 
a black-and-white page in all four pape 
is only about $9,725. ae 


Net Paid B&W 
_ Circulation page 
Nation's Business 600,000 $3,000 
United States News 300,000 2.400 
Fortune aie Oe aclu t 235,000 2750 
Business Week 175,000 1.575 
For case histories of advertisers who 
have 


found such “mass” selling profitable 


a Nation’s Business, Washington 
Cc. 
(Advertisement) 
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Foreign Aid 
How will the Marshall Plan 
affect business ? 


Commerce Department economists 
consider that operation of the pro- 
posed Marshall plan will maintain 
American business activity and prices 
at a high level. This will apply, they 
say, both to exports and to home 
consumption of goods. 

In an optimistic statement, Ewan 
Clague, of the Bureau of Labor Sta- 
tistics, reports that in September, in- 
dustrial employment stood at an all- 
time high of 43 million . . . more 
than a million more than in Septem- 
ber a year ago, and 70,000 more than 
during even the Christmas peak of 
last year. He forecast that the em- 
ployment figure will rise by another 
million by the first of the year. 

While exports have declined stead- 
ily, they are still at a high level, and 
the prospect of a revival of exports 
under the Marshall plan has mini- 
mized the danger of the threatened 
export slump. So Washington re- 
mains optimistic. 


Farm Research 
What are the marketing studies 


being undertaken by agricul- 
ture? 
A new Agriculture Department 


agency set up to administer the Re- 
search and Marketing Act of 1946 
is establishing new records for get- 
ting under way. 

The primary aims of the Act are 
to improve the quality of farm prod- 
ucts and reduce the cost of getting 
them to the consumer. Thus the 
studies, now well programmed, are 
divided into two general subjects: 
(1) better farm products; (2) bet- 
ter marketing methods. 

The first calls for continuing re- 
search into farm mechanization; ani- 
mal breeding; reducing insect, dis- 
ease and other risks; soil and water 
conservation ; improvement in the col- 
lection, analysis and use of farm sta- 
tistics. ‘Three million dollars is pro- 
vided at the present. 

The second includes studies of 
processing, packing, storage and trans- 
portation . which go beyond the 


farmer into the fields of processors 
and distributors. “lwo million dol- 
lars is at present allocated to this 
research. 

Costs of marketing some toods js 
to have a special study. In some 
cities, the agency points out, it costs 
as much to move perishable foods 
from the city limits to the consumer 
as it does to grow, pack and transport 
them to the city. 


Business Incentive 


Is it true that the Treasury 
favors an incentive tax plan? 


Recommendations that the United 
States tax system be changed to pro- 
vide more incentive for new business 
enterprise are proposed in a_ joint 
Treasury-Congress report. 

Firms would be permitted to carry 
forward losses as an offset against 
profits for the next five years, and 
carrying back of losses to prior years 
would be abolished. 

Government experts state that this 
straight carry-forward for five years 
would be “superior to the carry-back 
in stimulating entry of new business 
enterprises” because “if the entry ot 
such an enterprise were followed by 
sharp competitive warfare which re- 
sults in losses in the industry, the 
established company would be able te 
recoup a portion of its losses from the 
Government by way of the carry- 
back, but the new enterprise could 
not... and the prospect of future 
profits would be made uncertain be- 
cause the Government would part: 
ally underwrite its competitors.” 


Wage Increases 
Are we going to have another 
round of wage increases? 


Figures are now available to show 
that industry wages are up to a new 
high. Only about 5 per cent o! all 
factory workers in manufacturing I 
dustries earned less than 65c an hour 
on straight-time basis in July, the 
Government reports. 

It is estimated that the proportio! 
earning less than 75c an hour 
amounted to only 10 per cent as com 
pared with 18 per cent in the mont 
of October 1946 and 32 per cent” 
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163,550 WBNS FAMILIES IN CENTRAL OHIO 


the summer of 1945. 
However, the Federal 


Reserve 
Board in a review of the current |. 


bor market warned that “unless liy. 
ing costs are stabilized or reduced 
pressure for wage increases is likely 
to continue. 

“So long as inflationary pressure 
continue strong, there is little likelj- 
hood that unemployment will increas 
greatly. The continued advances jp 
prices, particularly in food prices, ar 
placing increased pressure on the liy- 
ing standards of many workers. 


Building Industry 
Is the building industry pricing 
itself out of the market? 


The Department of Commerce te 
jects the thought that the building 
industry has priced itself out of the 
market. 

“Barring serious depression or fur 
ther marked inflation . . . only con- 
tinued cost increases can keep con- 
tractors from achieving predicted in: 
crease in construction volume.” 

However, it warns that lagging 
supplies of building materials and 
scarcity of labor may limit possible 
expansion. Building materials output 
is about the same as 1941 “and 
should support a considerably large: 
physical volume than is now under 
way,” the Department said, “but th 
overall picture is clouded by shortage 
and distribution problems.” 


Employment Level 


Has the government made an} 
estimate of probable 1948 en: 
ployment? 


Continued high level of employ 
ment and domestic spending durin 
most or all of 1948 is predicted } 
the Bureau of Agricultural Eco 
nomics. 

“Basic demand factors in the d 
mestic economy, which were impor 
tant in maintaining the extraordinat 
high level of output and employment 
in 1947 are likely to remain strong 
during most or all of 1948,” the Bu 
reau states. “Farm income may avé! 
age as high as the record levels # 
last year.” 

The Bureau cites three factors © 
lend substance to its prediction that 
employment and domestic spendin 
will remain at a high level: 

(1). 


.Continued large outlay " 


plant and equipment. 
(2)...Increase in new constr 
tion. 
(3)...Continuing large Gover 


mental expenditures. 
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prices, particularly in food prices, are 
placing increased pressure on the liy. 
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Building Industry 
Is the building industry pricing 
itself out of the market? 


The Department of Commerce re- 
jects the thought that the building 
industry has priced itself out of the 
market. 

“Barring serious depression or fur- 
ther marked inflation . . . only con- 
tinued cost increases can keep con- 
tractors from achieving predicted in- 
crease in construction volume.” 

However, it warns that lagging 
supplies of building materials and 
scarcity of labor may limit possible 
expansion. Building materials output 
is about the same as 1941 “and 
should support a considerably large: 
physical volume than is now under- 
way,” the Department said, “‘but the 
overall picture is clouded by shortage: 
and distribution problems.” 
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Has the government made an) 
estimate of probable 1948 em: 
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Continued high level of employ: 
ment and domestic spending during 
most or all of 1948 is predicted by 
the Bureau of Agricultural Eco 
nomics. 

“Basic demand factors in the do 
mestic economy, which were impor 
tant in maintaining the extraordinat} 
high level of output and employment 
in 1947 are likely to remain strong 
during most or all of 1948,” the Bu 
reau states. ‘Farm income may aver 
age as high as the record levels 0 
last year.” 

The Bureau cites three factors © 
lend substance to its prediction tht 
employment and domestic spending 
will remain at a high level: 
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UICK, graphic Illustravox two-way training is the 


most effective, the least expensive. Trainees learn 
up to 55% faster, and remember as much as 70% longer 
than under former training methods. 


@ @ Attention-arresting pictures and spoken words 
command trainee interest. There are no sleepers, no 
talkers. Your message is seen and heard, quickly and easily 
learned. Presented in the home office or in the field, it 
always carries the authoritative voice of headquarters. 
@ @ @ Field-tested and proved in peacetime and 
war, Illustravox comprises over 80% of all sound 


ILLUSTRAVOX 


THE ILLUSTRATED VOICE 


DIVISION OF THE Ma mawOxX COMPANY - FT. WAYNE 


MAKERS OF 


FINE RADIO-PHONOGRAPHS 


Why industrial leaders choose 
ILLUSTRAVOX two-way training 


slidefilm equipment now in use. In all types of sales, 
industrial and service training, business leaders agree, 
Illustravox two-way training is the one best way. Plan now 
to put Illustravox to work for you. Place your order 
today. The Magnavox Company, Illustravox Division, 
Dept. SM-11, Fort Wayne 4, Indiana. 


* * * 


Where To Buy Illustravox. You can obtain Illustravox 
equipment through leading commercial film studios and at 
better photographic supply, and camera stores. Ask for a 
demonstration today! 


Your story is HEARD 


Your story is SEEN 
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Ni 


I, a South that is producing more and 
consuming more than ever before— 
there is a lot to be thankful for...and a lot 
of business for you to go after! An impor- 
tant thing to remember when you aim your 


sales message at the Southern market is 
this: you simply can’t reach it by the general 
advertising route—but you can reach it by Fs 
using the specific magazine ... HOLLAND'S, he Magazre 7 
the magazine published im the South, 
for the South. | DALLAS, TEXAS 
Branch Offices: 52 Vanderbilt Avenue, New York ® 333 
TOSS THE SOUTH TELE THE SOUTH HOMANOS Sion te ns Gennes Sapam 


Russ Bldg., San Francisco © Garfield Bidg., Los Angeles 
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Ringing Up a New Record rcs 


SOUTHER | , As 


Al ? 5 is the South’s 1946 rural retail sales index | eS L 
* (1929-31 = 100). This means that, in the as 194 


14 Southern states, rural retail sales are three times what 
they were in 1929... double what they were in 1941. 
This record-breaking ring of the cash register is sweet pid 
music to alert advertisers. In 1945 and again in 1946, xm 
The Progressive Farmer made greater gains in adver- shat 
tising linage than any other monthly farm magazine. appre 
And during the first 10 months of 1947, The Progressive Band 
Farmer carried 29.8% more advertising linage than ) 
during the same period in 1946. ci 
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Advertising Offices: BIRMINGHAM, RALEIGH, MEMPHIS, DALLAS, NEW YORK, CHICAGO 
Pacific Coast Representatives: Edward S. Townsend Co., San Francisco, Los Angeles 
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Send today for your free copy of OPEN THE DOOR TO $ALES, a new book of market information on the Rural So™,,. 
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ICGNIFICANT TRENDS 


As seen by an editor of SALES MANAGEMENT for the period ending November 10, 1947 


1948 PROMOTION PLANS 


\lore money was spent in advertising in 1947 than: in 
wy prior year, but indications are that the total will be 
eyceeded in 1948. ‘Vhe Association of National Adver- 
risers made a check-up with 98 members and discovered 
chat $7 of the companies plan to increase their advertising 
ppropriations next year; +2 will spend about the same 
ind only 9 plan smaller budgets. 


In general most company officials seem to have to 
lecide to take inflation and higher prices in their stride. 
\lost of them see no possibility of an early drop in their 
wn price structures and they are reconciled to higher 
ilvertising rates. 


AGO 


One reason, in addition to intensified competition, for 
expecting more advertising dollars\to be spent next year 
is that more and more new products will be available. 
Railroads are a good example. ‘The New York Central 
has three miles of sleek new luxury coaches but they 
wen't being advertised because the observation and lounge 
ars to go with the coaches have not been delivered. 
That company fidgets restlessly over big orders of swank, 
ill-private-room sleeping cars, long promised but un- 
S delivered. 


SALES MANAGEMENT'S Director of Customer Rela- 
tions, E. W. Davidson, is on a Mid-Western visiting trip 
and reports from Detroit that indications point to a 10% 
icrease in advertising expenditures by the auto makers. 
tyome of his observations may be worth passing on to your 
wlesmen. Since the advent of automobiles, general busi- 
ess has been prosperous whenever the automobile busi- 
p18 Was prosperous, and there are no signs of any let- 
lown in automobile demand. 


“S}A REPORT FROM THE AUTO CAPITAL 


Here is a brief report of some of the Detroit calls made 
W SALES MANAGEMENT'S E. W. Davidson during the 
sweek October 16—2?: 


“There's no depression talk in this gigantic automotive 
ndustry! How could there be with millions waiting at 
the door to buy cars? Steel shortage is the big check- 
band ‘not enough labor!’ 


“General Motors thinks total industry production of 
ats for 1947 may reach 5,000,000. Nash conservatively 
| thinks 4,600,000. But look at demand! Nash thinks it’s 
5500,000—and that it will be 23,000,000 by 1949! 
So what about 1948 production ? 


“President George Mason of Nash-Kelvinator tells me 
expects steel output to rise slowly, meeting automotive 
mand maybe in two years . maybe not. First few 
tonths of 1948 ought to see at least 10% up in car 
“put. Right now Nash is making 400 daily but would 
‘ake 400 if it had the steel and labor. Mr. Mason thinks 
peor efficiency will improve as steel supply grows. A 
ran will work if he knows it’s going to be regular. 
EMENTBOVEMBER 10, 1947 
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“Chairman Alvan Macauley of Packard—a veteran 
who's weathered the storms of 38 years in this industry: 
‘I’m never afraid of anything I can’t see. I can't see 
what to be afraid of now. 


“Chairman Alfred P. Sloan of General Motors had 
said, “here cannot be a major depression when heavy- 
goods industries are busy. “lVoday they’re all loaded with 
orders. Maybe we'll see slight readjustments.’ ‘lo me 
he said: ‘I think most capital goods industries are making 
heavy investments in expansion. Everybody | know is 
showing great confidence in the future with their money. 
That's the proof.’ 


Packard's new models are, of course, selling fast. 
Hudson busts out its new line at the end of October, with 
heavy promotion. What about other ‘new lines?’ It’s 
the gossip of the town. Everybody thinks everybody 
else has something up his sleeve. Maybe. But I think 
most ‘new lines’ will be just face lifts. 


“W. A. Mac Donald, VP Sales, Kaiser-Frazer, expects 
his outfit to raise production from 800 per day to 1,000 
per day by January | because K-F owns steel mills 
enough to raise its already outstanding production record. 
This ought to mean more K-F advertising. He thinks car 
prices will go up, not down. 


“H. W. Anderson, VP Personnel of General Motors, 
with a lifetime of labor experience, tells me labor in this 
country is doing more and more of its own thinking; 
that radical labor leadership is losing control; that U.S. 
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need not expect many strikes in 1948; but since cost of 
living is evidently going up, new wage demands will have 
to be met. 


“President ‘IT. R. Lippard of Federal Motor Truck Co. 
says truck output and demand met about 90 days ago. 
He says this means truck companies—among few indus- 
tries in the U.S.—now have to advertise and sell on the 
old time basis. ‘This is because truck makers increased 
productive capacity during the war more than automobile 
companies” .. . .SM’s Davidson signs off here. 


STEERING THE SALESMEN 


In addition to the expressions of confidence mentioned 
in the preceding paragraphs, here are some more straight 
facts which salesmen can use in dealing with prospects 
who are timid: 


On October 28th the United States Steel Corporation 
increased its dividend to the highest rate since 1929 and 
the chairman of the board stated that the action reflected 
the board’s confidence that no depression looms, and 
that a long period of capacity industrial production lies 
ahead. He expressed the opinion that inflation does not 
appear to have progressed to an extent where it is a 
danger to the economic structure. 


The steel industry looks prosperous for some time to 
come. Ditto the giant automobile industry. ‘They are 
pace setters for our industrial economy. If we have good 
business in our heavy industries and if farmers are pros- 
perous, is there anything to fear? 


At almost the same moment that United States Steel 
increased its dividend, the Bureau of Agricultural Eco- 
nomics made a forecast for 1948. The Government tells 
farmers that they may look forward to another profitable 
year in 1948. Demand for farm products will remain 
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strong and farm prices, while they may fluctuate mop 
than this year, probably will average about as high, 
Another Government fact-gathering body, the Bureg 
of Labor Statistics, reported last week that industrig 
employment, home-building, and factory wages all reache; 
new record peaks in September. The average week! 
wage of $50.42 is more than double that of 1939, a 
despite high living costs, is actually up 30% since 1930 
The 88,000 new permanent homes launched in Septembe 
were more than for any month in the past 20 years. 


FARMERS AND THEIR READING 


The Advertising Research Foundation has released th 
third in its continuing study of farm publications. Th 
current study measures the readership of the 158-pag 
May issue of Successful Farming. With a circulatic 
of 1,218,616, that issue of Successful Farming had 2,0)\| 
000 readers, of whom 880,000 were males and 1,130.00 
females. (See page 113.) 


The study gives encouragement to advertising cop 
writers and presents a challenge to editors, for it reveak 
that both men and women had a higher average reader 
ship for their top-scoring ads than for the averages fo 
best-read editorial departments and features. The | 
best-read ads of women had an average score that wa 
even higher than the average rating for the top-rankin 
cartoons. 


The 10 advertisements read by the greatest number ¢ 
women obtained an average readership of 74%, 14 per 
centage points higher than the 60% average for th 
men’s favorites. Only three ads won places on the bes: 
read lists of both sexes. All the top-ranking ads of bot 
men and women occupied full pages, except for three o 
the women’s list, which each filled two-thirds of a page 


While editors may be a little shocked and disappointe: 
to find that the best-read ads top the best-read editor 
features, they can content themselves with the obviou 
truth that if they were not doing a good editorial job, th 
ads would have little chance of being read. The Success 
ful Farming study is contained in a 186-page book whit! 
reproduces the May issue of Successful Farming pa 
by page and shows the readership of every item. You 
advertising agency has a copy or can secure one. 


SIGNIFICANT QUOTES 


Alfred Schindler, head of the Alfred Schindler Com 
pany, told the first annual Congress of Wholesales 
“We would not think much of a man who handed bi 
pocketbook to a race track bookie with a complete author 
ity to make his bets. Is that not exactly what we 4 
doing as businessmen if in the sale of our products to the 
distributor we overlook the training and developmet’ 
of the distributors’ employes? Regardless of the met 
of the product there is always a percentage of people wi 
have made no mental choice to buy and are perfect 
willing to take the sales clerks’ recommendations . : 
Advertising helps get people to the point of sale. Whe 
happens then depends on the retail sales person. Inform 
employes are more productive than uninformed employe 
People prefer to talk about that on which they are be 
informed. No organization is any stronger in the fm 
analysis than the manpower comprising it.” 


PHILIP SALISBUR’ 
SALES MANAGEMEN 
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! New T k, New Moral 
«| When Ameri Cc | “Tells All’ 
| When American Central “Tells 
»bvious T i ¢ 
the 
| TO Its Employes 
ucces 
whic! 
, pg} 8ased on an Interview by Dwight L. Bicknell with ERIC O. JOHNSON 
You} General Manager, American Central Division, AVCO Mfg. Corp. 
What makes jobs? What makes sales? Who gets the profit? Mr. Johnson has had his share of 
H d such questions. He says that not al- 
Con Ow does a company grow? These, and dozens of other ways were they advanced for the 
esalers . ° . : purpose of obtaining information—he 
led hi questions were answered in a series of employe meetings thinks the hecklers at times got busy. 
yuthor which brou ht about an . He is sold completely on the idea that 
we art 9 . altogether now pattern of attitudes the more you tell employes regarding 
totxf among those who serve this progressive Ohio corporation. ‘he business, how employe and man- 
ppmet agement each is vitally concerned in 
meni 1 ' the prosperity of the operation, the 
le wh lere was a time when manage- Such questions, however, do not greater the chances for success. 
fect! — was constantly annoyed by annoy Eric Johnson, general man- He goes a step further—he at- 
a questions asked by employes such as: ager, American Central Division, tempts to make every employe of 
Whe “ne amount of profits, ratio of sales AVCO Manufacturing Corp., Con- American Central, some 2,500 of 
forme pees wages, what the compan) nersville, Ind. He has been a _ pro- them, a salesman for the company. 
ploy . with its money, how it appor- duction man all his life, and he American Central manufactures 
re be — its budget between the sales knows the mental processes behind “packaged” kitchen units, cabinets, 
fe. fine en, shops, for development, such questions. It’s a natural desire sinks, refrigerators and other articles, 
oP management salaries, and wages. on the part of employes to find out selling them through 81 distributors, 
ately, some management the score so far as their relations 5,000 dealers and to such companies 
BURY hets still resent employe “nosiness. with a company are concerned. as General Electric, Hot Point, Cros- 
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ERIC O. JOHNSON SPEAKING: "The day of keeping secret from employes corporate matters which 


affect individual workers has passed 


ley Division of AVCO, 
Brothers, Elgin Stove, ete. 

The manufacturing plant is in 
Connersville, Ind., a community of 
16,000 in the former quarters of 
the old “Lexington” automobile; as 
a matter of fact, American Central 
started out there in 1892 as a wagon 
and buggy works. 

The present company draws its 
personnel from an area of 50 miles 
surrounding Connersville. ‘The men 
are steady Middle-Western workers 
who learn processes quickly. 

They are, however, inquisitive 
about the company for which they 
work. ‘Through the foreman and the 
union they asked Mr. Johnson a lot 
of pertinent questions regarding the 
business. But it got to the point 
where shop committees, union com- 
mittes and foremen’s groups were 
taking a great deal more of Mr. 
Johnson's time than he had to devote 
to the subject and still get the 
thousand-and-two other jobs done as 
general manager. 

Mr. Johnson finally conceived the 
idea of an indoctrination course for 
all employes, taking them in groups 
by departments. In these meetings he 
and American Central’s general sales 
manager, C. Fred Hastings, would 
do a thorough job of explaining the 
business, of telling, in plain language, 
the function of management, of the 
sales department, the advertising and 
promotional divisions and—above all 
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H ubeny 


—the importance of the individual 
worker to the ultimate and continued 
success of the organization. 

The first of this series of meetings 
was held last April—15 meetings in 
one week—with Mr. Johnson and 
Mr. Hastings taking the rostrum five 
times a day before 150 employes. Mr. 
Johnson began the talks with an ex- 
planation of the proper balance be- 
tween investor, customer, manage- 
ment and employe, giving the group 
a complete picture of the company’s 
position in down-to-earth language 
and in charts and cartoons. : 

He said, for instance: 

“Let's talk about ‘Who is Ameri- 
can Central?’ You are American 
Central—everything connected with 
American Central. Every time 
American Central is mentioned, it is 
you they are talking about. When 
we have various drives, such as for 
a hospital, if they go over big, the 
public says, “Gee, look what Ameri- 
can Central did!’ They aren't talk- 
ing about me—they are talking about 
you. 

“A lot of people are afraid to talk 
about profit. I’m not, because you 
can’t stay in business unless you have 
profit. Some of the profit on the 
merchandise that we sold in the past 
was ready for us when we needed it. 
When we develop a new product we 
can go to the investor and ask him 
for thousands of dollars more for 
tools and equipment, so that we can 


Tell them the truth, be honest with them. If you accomplish 


nothing else, you'll have a clear conscience.” This is the main theme of his talks to employes. 


manufacture this article for next year 
. . . We have been honest with that 
investor . . . they believe in you and 
your workmanship. I have been able 
to build up in the past seven years 
a faith in these investors that has 
proven well worth while . . . and it’ 
all been because of you people that 
I have been able to do that.” 

He pointed out that gross business 
of American Central in 1946, which 
was high, and yet the company had 
a net loss of $375,000. He asked, 
“Why? That’s no secret. We had 
OPA in effect. In spite of the fact 
that materials had gone up 30% and 
in spite of the fact that your wages. 
and mine, had gone up 60% since the 
last time we had made those same 
kind of goods, we were unable to 
raise all our prices. So we were 
bound to lose... .” ; 

In another phase of Mr. Johnsons 
talk, he said: “Well, now, let's talk 
about the Boss. Who is the Boss? 
He’s the customer, and we have te 
keep him happy. And how do we do 
it? With high manufacturing stand- 
ards and low manufacturing costs. 
‘These together spell satisfied custom 
ers. 

‘An unsatisfied employe is just 4 
detrimental to this company as 4! 
unsatisfied customer. But what 's 
meant by high manufacturing stand- 
ards? What makes up low mant- 
facturing cost?” s 

Mr. Johnson then gave specific 
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examples, such as finished products 
that were either defective when 
placed in use by the ultimate con- 
sumer, or had to be reconditioned. 
4s a result of employe suggestions, 
costs of adjustments and _ similar 
charges have been cut sharply through 
greater interest and understanding on 
the part of employes, and good-will 
with customers has been retained that 
otherwise would have gone out the 
window. 

The general manager then called 
ot Mr. Hastings who, with charts. 
illustrated the sales procedures and 
the various other promotional chan- 
nels of the company. In developing 
a new product, Mr. Hastings pic- 
tured the market research necessary 
to determine customer acceptability, 
cost accounting, promotional methods 
and, finally, good old-fashioned hard 
slling, coupled with advertising, in 
order to get the company’s products 
on the market and into consumer 
channels. 

Examples of American Central's 
advertising in national media, its 
latest developments in manufactured 
lines, samples of products made by 
competitors—all visual aids—were 
on display in the auditorium and 
were pointed out to the employes. 

Explaining the research and de- 
velopment of American Central’s 
newest kitchen unit, Mr. Hastings 
said: 


: Market Research 
. Advertising 
e Sales Promotion 
me Training 
7 He Service 
81 DISTRIBUTOR 
5,000 DEALERS 


to keep Sales tligh 
and Our Jobs Secure 


“So, with all of you doing your 
job here in the plant, though it may 
be engineering, design work or in- 
spection — producing this stuff —a 
pressroom operation, even through 
billing, collecting for it and with 
management coordinating all of it— 
so help me—the sales department 
definitely can sell the products. 

With that kind of straight forward 
talk, Mr. Johnson and Mr. Hastings 
sat back to see what the results would 
be. They didn’t have to wait long. 
Employes dropped suggestions int 
the boxes, they wrote letters, talked 
to their foremen; a sharp increase in 
interest, in morale and enthusiasm 
was noted. 

As a result it was decided to hold 
meetings every three months and 
in the meantime employes could get 
any questions off their chests by com- 
municating with the front office. 

This second series, also conducted 
by Mr. Johnson, was a development 
of the theme “The American Way 
of Life,” the word ‘American’ be- 
ing applied first in the national mean- 
ing and then in the company connota- 
tion. A series of 27 charts and car- 
toon slides were used, Johnson ex- 
plaining the meaning of each. 

He gave a breakdown of the dis- 
tribution costs and of profits, from 
inception of an idea through all 
phases, couched in layman terms. 
He concluded: “A system such as 


ours, with its corresponding freedom 
of speech and action, has always been 
and always will be, the subject of 
attacks by those who are jealous of 
its achievements. In think that every 
one of you here in this room will 
agree with me that today we are 
the greatest nation on earth.” 

Not content with indoctrinating 
American Central employes with a 
knowledge of their own value, Mr. 
Johnson recently took the com- 
munity into his confidence and ex- 
plained to citizens the program he 
had inaugurated. He invited civic 
organizations, including Senior and 
Junior Chambers of Commerce, Ro- 
tary, Kiwanis and Lions clubs to a 
dinner at the country club and gave 
them a taste of the theme in effect in 
his company. 

He summed up: “The day of 
keeping secret from employes corpo- 
rate matters which affect individual 
workers has passed, at least in so far 
as our company is concerned. ‘Tell 
them the truth, be honest with them; 
if you accomplish nothing else, you'll 
have a clear conscience.” 

From the evidence to date, Mr. 
Johnson has a group of 2,500 men 
and women employes who know why 
they are doing things, who are sales- 
men of good-will for the company and 
who, enjoying the confidence of man- 
agement, believe the American Cen- 
tral Division is “going places.” 


- NO JOBS WITHOUT Him 
- HOW 00 WE KEEP HIM 7? 


CORPORATE ABC'S: A series of huge charts helped General Manager Johnson to explain to employes and com- 
munity neighbors what makes jobs, what keeps a company in business and what the company did with its money. For 
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the first time many of his auditors learned about the functions and operating methods of the Sales Department. 
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Sales Aids That Lend a 


Professional Air to Selling 


Based on an interview by Lester B. Colby with LEONARD C. TRUESDELL 


Vice-President in Charge of Marketing, Hotpoint, Inc. 


The salesman who sells only with his vocal chords runs a 


poor second against a competitor who knows how to dem- 


onstrate. Hotpoint, preparing for stiff competition, is 


equipping its men with a whole kit of new sales tools. 


“It is now seven years since appli- 
ance salesmen have had to buckle 
down and do good hard selling. Al- 
most to a man they are rusty on 
demonstrations. ‘The appliance busi- 
ness was built up on demonstrations. 
Extraordinary demand for products, 
which has existed right up to now, 
has made salesmen grow soft. Just 
hint that a salesman isn’t as good 
or sharp as he ought to be and the 
chances are he will take it as an 
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insult. He’s selling ’em, isn’t he? 
What more can you want?” 

Leonard C. Truesdell, vice-presi- 
dent in charge of marketing, Hot- 
point, Inc., Chicago, prefaces his talk 
on sales aids with the above state- 
ment. Hotpoint is going in heavily 
for sales aids, putting more stress on 
them than it ever has done in the 
past. This is in preparation for the 
tough days of merchandising which 
it sees coming soon. 


THIS ONE'S ON TOUR .. . Hotpoint is sending this 
shadow-type demonstrator to key U. S, department I 
stores. Through a glass-panelled door customers can 
see how 58 dishes, plus silverware, are washed, rinsed 
and dried at a button's touch. Everything's automatic. 


Executives of the company believt 
that the diplomatic way to get sales 
men back to scientific selling is t 
supply them with demonstrating tools 
a carefully prepared routine, and 
convince them that they will sel 
more goods, sell them easier and get 
fewer walk-outs if they will use them. 
Moreover, it will make them watt 
to sell and like their job better. 

One of the problems is that mam) 
salesmen find the knack of using 
demonstrating material difficult © 
learn. This makes careful training 
necessary. The salesman must be * 
tutored that he will not fumble 
When he has learned to handle hi 
demonstration well that fact alone i 
sures a complete, step-by-step pr& 
entation that tells the whole story © 
the prospective buyer. ‘Telling the 
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whole story often gets the sale where 
soppy presentation would lose it. 

It is more than a mere theory, Mr. 
Truesdell points out, that the pros- 
pective buyer puts up a defense. It 
is buying psychology that he chal- 
lenges what the salesman tells him. 
Sales aids, properly used, give con- 
frmation to the things the salesman 
tells the customer. Salesmen often 
ay selling is an intangible thing. 
Demonstrations, with tools, make a 
tangible story out of an intangible one. 

Confident that the sales aid which 
will lead the salesman to go through 
with his full sales routine is the best 
tool yet devised to close the sale, if 
it is the result of careful study both 
in the factory and in the sales room, 
Hotpoint is now building the greatest 
number of such helps in its history. 

An outstanding example is_ its 
shadow-tvype demonstrator for its 
automatic dishwasher. 

The demonstrator is set up with 
a dishwasher in the center of a panel. 
Dishes are placed in the machine be- 
hind a glass door so that the opera- 
tion is fully visible. ‘The salesman 
pushes a button and, as the washing 
starts, a window panel lights up. 
Step-by-step, 13 windows light in 
turn as follows: Spray, first wash, 
drain, spray, second wash, drain, 
spray, first rinse, drain, spray, second 
rinse, drain, dry. 

While this is going on the sales- 
man standing beside the housewife, 
has the opportunity to tell her the 
sales story he has carefully learned. 
The demonstrator, being purely 
mechanical, leads him through the 
story and he cannot leave out any 
part of it if he is doing his job. 

Even though the demonstrator may 
not be used permanently in a store 
but goes on tour, its lesson is a last- 
ing one. It serves as a trainer of 
salesmen because, used over and over 
while in the store, it teaches the 
salesmen the proper sales technique 
until they have learned it by rote. 

Another kitchen appliance which 
Hotpoint is pioneering is its Dis- 
posall. This is a device which is fitted 
directly under the sink. It grinds up 
bones, egg shells, potato and other 
vegetable parings, pulpy leavings and 
a variety of other things that find 
their way into the garbage. In ma- 
cerated form this is all discharged 
down the drain pipe into the sewer. 

lotpoint is now building a display, 
much like the dishwasher demon- 
‘trator, using a cut-out Disposall so 
that the housewife can see its internal 
Workings. She is shown that it can- 
not hurt her because she cannot get 
4 finger or hand in the machinery. 
She sees how it grinds and discharges. 

¢ salesman explains to her that the 
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bones, egg shells and other hard frag- 
ments, through their abrasive effect, 
keep the drain line free from grease, 
one of the problems in every kitchen. 

The demonstrator is a “stopper” in 
the store. Women will halt and lis- 
ten in groups. It is the “hook” on 
which the salesman hangs his story. 
You don’t convince and sell women 
who flit through a department on the 
wing. When a woman shows buying 
interest it gives the salesman oppor- 
tunity to start with her at the be- 
ginning and give his complete story. 

Getting the prospect to give un- 


CATCH 'EM YOUNG 


divided attention to the story of the 
electric hotwater heater has always 
been a problem. In the home they 
are not in evidence as much as the 
stove, the refrigerator or even the 
washer or ironer. Usually the water 
heater is tucked away in some dark 
corner in the basement. About all 
the average person knows about it is 
that it delivers hot water on demand. 

So ordinarily it is a bit difficult to 
get a home owner to sit down and 
listen to the story the salesman wants 
to tell. Now, Hotpoint has developed 
a pressurized contact heating element. 
It puts heat into water a lot faster. 
It means less loss of heat, and so, 
economy. You can’t open up a water 


heater and show the customer its 
“works.” 

To overcome these difficulties, 
Hotpoint has developed a_ portable 
device which can be carried easily 
in the hand in a small leatherette 
case. It is plugged into any electrical 
outlet anywhere. It can be demon- 
strated across the counter or in the 
home. It consists of a metal cup 
which fits inside the loop of a calrod 
heating element. When it is demon- 
strated the heating element is fitted 
loosely. The electricity is turned on. 
Heating is slow. Then, by turning 


Department and appliance stores are installing 
“laundry corners." Women may bring in their washings, do the job on the spot 
and bone up on the fine points of ironing. Some stores use men as demonstrators. 


a thumbscrew the element is tight- 
ened. 

When it is held tightly pressed to 
the cup the heating is quick. The 
water begins to boil in a jiffy. The 
prospect is told: 

“See, that’s why the Hotpoint 
heater is more effective, gets you hot 
water quicker and costs you less.” 

It is one of the most convincing 
arguments ever made on behalf of 
a heater and one of the simplest 
demonstrations ever devised. It dem- 
onstrates a point in mechanics that 
previously could only be explained 
in words. And seeing is always more 
convincing than merely being told. 

Hotpoint makes it a point that the 
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PHOTOGRAPHY ENTERS THE KITCHEN . . 


The Planning Department takes over, 


No chance for the customer to say, 


salesman must know the appliance he 


is selling. ‘hat means he must be 
informed as to quality, how it is put 
together, how it works and what it 
does. Naturally not all retail sales- 
men can be given schooling in the 
plant. So they are taught in classes, 
lecturers using drawings, photo- 
graphs, graphs, etc., taking to them 
the story of the “guts” of the item. 

Such a job is done with the Hot- 
point refrigerator. “Through the use 
of a schematic diagram, and similar 
pictures, the mechanics of an elec- 
trical refrigerator is explained so that 
any salesman can understand it. After 
the lesson has been pounded in, the 
salesman may use the same equipment 
as a sales aid in telling his story to 
the prospect. ‘he informed prospect, 
of course, is easier sold. 

If the housewife is planning a 
complete home or a complete electric 
kitchen, she can have another service. 
A part of the kitchen planner’s work- 
ing tools is a set of miniatures—tiny 
models which show an electric range, 
a sink, a dishwasher, a refrigerator, 
wall cabinets, about anything that 
would go into a kitchen, all gleaming 
white and scaled to size. 

This set-up was developed by Hot- 
point Institute, a planning depart- 
ment, and is now available at many 
department stores, electric utilities, 
furniture stores and appliance shops. 
If the housewife will bring in her 
floor plan, or if she will permit a 
salesman to go to her home and take 
kitchen measurements, she can see in 
miniature just how her kitchen will 
look when complete. 

This has proven an excellent de- 
vice for selling a complete kitchen. 
Often, it amounts to the difference 
between the sale of one or two appli- 
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. Craftsmen make a kitchen sketch; 
makes and photographs the models. 


"But | didn't know how it would look!" 


ances and the sale of an entire 
kitchen. 

Another effective sales aid is the 
“laundry corner” which has been set 
up in many retail outlets, especially 
the larger stores and department 
stores. ‘The customer is invited to 
bring in her laundry and do the iron- 
ing on Hotpoint ironers under the 


direction of a skilled worker. At- 
tendants, usually girls, are well 


trained so that they can make the 
ironing job appear easy. In some 
stores housewives may even use 
operating clothes washers. 

Demonstrations of this kind are 
especially effective inasmuch as most 
housewives, unless they have been 
given some tutoring, find the proper 
use of the ironer difficult at first. The 
idea here is to give them some work- 
ing knowledge of the ironer before 
they buy in the belief that this will 
make them want to buy. Easier work, 
easier sale. Young girls or men are 
preferred as demonstrators. With 
this type of demonstrator the house- 
wife is more easily convinced that the 
job is easily handled, even by those 
who might be considered unqualified 
by experience. 

Possibly the best selling aid of all 
is the complete kitchen set-up. The 
better stores, under encouragement 
from Hotpoint, are putting them in 
more and more. ‘hese show the en 
tire Hotpoint line of kitchen equip- 
ment arranged “in line’ to bring 
ease in cooking and baking. The com- 
plete kitchen set-up will include a 
refrigerator, base cabinets, sink with 
automatic dishwasher and garbage 
disposal unit and electric range placed 
in work-saving arrangement. Over- 
head wall cabinets to match will give 
a sense of ample storage. 


Displays of this kind, it has been 
found, do a remarkably fine job jn 
boosting the unit of the sale. Even 
if the prospect does not buy the whole 
kitchen, she is likely to take more 
units than she originally planned and 
later come back to add to them. 

“Through the use of demonstra- 
tions with sales aids we sell not only 
appliances but we sell ideas,” says 
Mr. Truesdell. “The demonstration, 
which in itself requires the use of 
the sales aid, assures stronger selling, 
When a prospect for a sale of $200 
or more is in front of the salesman 
we like to have him do a bit of prep- 
aration—prepare the prospect in ad- 
vance. He should say something like 
this: 


see 


I presume you have been think 
ing about this for a long time. You 
have in mind an important  inves'- 
ment. I hope you can take time to 
go into the matter thoroughly and 
listen to the story I have to tell.’ 

“A remark of that kind tends to 
settle the prospect down. He, or she, 
will then be more ready to sit through 
the kind of selling job the salesman 
ought to do. The prospect will settle 
down in an easy chair—and_ neve 
overlook the value of a comfortable 
chair as a sales aid—ready to hear 
the story through to the end. Get 
the customer relaxed. ‘Then, and 
only then, go on with the demonstra- 
tion. 

“The easy chair, the customer who 
is not anxious to get away, a good 
demonstration with first class. sales 
aids and a salesman who will give 
a complete, unhurried presentation 
make an ideal set-up for closing the 
sale. ‘The good salesman, of course, 
will make the prospect feel that above 
all things he is interested in giving 
the buyer full value and satisfaction 
and that he has the buyer’s interest 
at heart. 

“The sales aids we are building 
are prepared only after much stud) 
and research. Before we build one 
we do work, with the idea in mind. 
in our factory, at our general offees 
and at points-of-sale. We especially 
study the salesman’s needs. Some 0! 
our ideas which have seemed bright: 
est at first, after study in the retail 
store, never come into actual exist 
ence. Building sales aids is a Ver! 
important task. 

“No matter how good the ide 
may seem on its face we never pie 
duce many of them until they have 
been tested. Only after the tool has 
been proven by test and found to be 
productive of sales in demonstration 
do we put them out in volume. 
They've got to do the job or 
don’t want them.” 
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Tests a New 
Showroom 
Technique 


Dovetailing with its program to 
help dealers modernize “Dated” 
stores,” Cluett, Peabody & Co., Inc.., 
has completed a modernization plan 
for dealer merchandise presentation. 

The plan is now being tested and 
if proved successful will be adopted 
for national use by the Cluett, Pea- 
body selling organization during the 
coming year. It is divided into two 
principal parts: (1) a salesroom unit 
designed to simplify and speed the 
Arrow lines of men’s shirts, ties and 
accessory groups; (2) a presentation 
system designed for dealer appeal and 
salesmen’s efficiency. 

As a test showroom unit, the com- 
panys Boston salesroom has_ been 
completely re-designed by Robert 
Heller Associates, Inc. 

A 12-foot center table on tubular 
pipe legs with storage drawers is 
divided into two sections: One has a 
raised, tilted, fabric-covered top for 
efiective showing of samples and 
swatch cards. The other is flat, con- 
venient for writing and for arrang- 
ing samples and merchandise groups. 

Against the wall directly behind 
the table, and immediately accessible 
to the salesman, are four modular 
cabinets. “They contain the entire line 
ot sample merchandise previously con- 
tained in double the number of units. 

lo emphasize the importance of 
related selling, a three-dimensional 
display panel of Arrow merchandise 
is placed on the wall above the cab- 
inets and spotlighted from the ceiling. 

Serving as a semi-partition between 
the selling area proper and the recep- 
tion space are four free-standing, 
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floor-to-ceiling panels equipped on 


both sides with 36 lucite display 
pockets, hese panels show the en- 
see “Cluett, Peabody Helps Dealers 


Dated’ Stores,” Oct. 1, 1947, SM. 


Cluett, Peabody 


tire Arrow selection of collar styles 
and can be revolved by the salesman 


to illustrate the line to the dealer 
while he remains seated. 
he principle of related selling 


has been extended into the merchan- 
dise presentation. “The company’s 
former seasonal basis of presentation 
has been replaced with a selling plan 
by months. Advertised features of 
the merchandise have been grouped 
according to monthly theme ideas. 

For the introduction of the vari- 
ous groups of merchandise, a set of 
six presentation books has been de- 
signed. ‘These are supplemented by 
folders and packages which contain 
the actual merchandise samples, pre- 
arranged for effortless showing. 

In addition to a preview of the 
Cluett, Peabody advertising and pro- 
motional campaigns for the coming 
season, the books introduce many dis- 
play techniques and dealer aids as an 


integral part of the presentation plan. 
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TAILORED TO SELLING: No architectural 
tricks, no obtrusive backgrounds compete 
with the merchandise in Cluett, Peabody's 
new showroom. C-P believes there is a need 
for a higher level of dealer presentation, 
and that dramatic effect is highly impor- 
tant. Yet everything is simple, uncluttered. 


TIE-IN: Portfolios (below) on monthly pro- 
motions and display-idea sketch-books are 
designed to harmonize with the showroom. 
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NANA ODA 


These Milk Men Are Learning 
Creative Selling Skills 


The lads on the trucks can become efficient merchan- 
disers if, through education, they acquire complete 
product information and knowledge of the techniques of 
personal salesmanship. Here's one practical case history. 


‘There are dairy distributing firms 
whose executives complain that their 
drivers are ‘“‘just delivery men’”’ these 
days, not salesmen, that the high 
wages imposed by the unions have 
weakened or destroyed the milkman’s 
incentive to sell, and even taken con- 
trol of the men away from the sales 
manager. 

An old, established dairy in Oak- 
land, Calif., the R. A. Shuey Cream- 
ery, takes a different attitude, the 
attitude that planned selling through 
trained driver-salesmen is _ possible 
and profitable and that management 
can cooperate with the union to bring 
it about. 

‘The Shueys (it’s a family busi- 
ness) have built this attitude into a 
policy and as a result they sell nearly 
twice as much butter, eggs and cot- 
tage cheese as larger concerns oper- 
ating in their territory, enjoy better 
than average all-around by-products 
volume, and in addition have one of 
the smallest labor turnovers of any 
dairy in Northern California. 

‘The heart of the dairy’s planned 


~ 


~ 


BEHIND THE BOTTLE: To city kids, the bottle may be the source of milk but these driver- 
salesmen are primed with the dairy-to-doorstep story. Visual aids point up classroom instruction, 
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selling policy is a continuous “school” 
for route salesmen with Sales Man- 
ager J. M. (“Jim”) Hutchison off- 
ciating as instructor, which takes only 
a half-hour weekly but is giving re- 
markable results in making each 
salesman more effective. 

‘Two salesmen and 30 route sales- 
men make up the field force which 
operates 20 trucks and covers 40 
routes in the East Bay area. ‘The 
company’s merchandise adds up to 
14 milk and dairy products, plus 
pure orange juice and eggs. 

The sales plan, important though 
it is, would not work (or not work 
as well) if it were not based on good 
labor relations throughout the Shuey 
organization. ‘““This means, from the 
president down,” Mr. Hutchison em- 
phasizes. ‘““‘We are all equals here.” 

Another point never lost sight of 
is that to have good relations with 
the individual salesmen, good rela- 
tions must exist between management 
and the men’s organization, the 
union. ‘he Shueys make this an ob- 
jective and consider it one of the 


important factors in the success of 
their sales plan and salesmen’s traip- 
ing course. Instead of firing a map 
who is having difficulties, Sales Man. 
ager Hutchison goes out with him and 
step-by-step works on the man’s prob. 
lems with him. This alone has won 
the company considerable good-will 
from the union. 

Some dairy firms think they will 
get the most out of their route men 
by loading up their trucks with de. 
liveries. It is an attitude that neither 
the union nor the individual men 
care for, and Mr. Hutchison thinks 
that in the long run it doesn’t pay off. 
“We definitely do not believe in load- 
ing up the trucks with so many de 
liveries that the route men have no 
time to sell dairy by-products and 
the extra bottle of milk.’ The men 
are expected to sell, they are given 
the time to sell, and trained how to 
sell. 

Certain results are looked for a 
in any other sales set-up, and each 
man is prepared to attain those results 
by selling, first, Aimse/f, next, the 
quality of the product, and last o 
all, the product. Selling in that order 
is most likely to make steady cus 
tomers and build repeat sales. 

When the sales policy includes sell 
ing the personality of the salesman 
it is important to the company t 
keep that man on the force. Once 
customer grows accustomed to buying 
from a certain man, she likes to have 
him keep coming back. Hence the 
inter-relation between the selling plan 
and labor relations policy. 

With this background in mind we 
come to the sales training cours 
It consists of a half-hour each weet 
and a quiz on the previous weeks 
lesson. Classes cover the story 
milk and dairy products from te 
farm to the moment when the bottle 
of milk or by-products package 4 
rives at the doorstep of the consul 
er’s home. Two objectives are kep' 
in mind: To train the men to know 
their products, and to know how 
sell them. 

Every new man first acquires ! 
working knowledge of the dain 
farm. He learns the types of dait 
breeds, their characteristics and pec 
liarities, how feeds may affect prot 
uct flavor, and relationship betweé 
handling of the milk and quality © 
the consumer products. Throug 
description and visual presentat 
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LEARN THIS EARLY AND LEARN IT 


Champion became an immediate 


success when they began making better coated 


paper back in 1894. Each succeeding wave of 


young printers and advertising men has been 


quick to learn the advantages of Champion’s 


extra quality , just as alert research and produc- 


tion men have been quick to make improve- 


ments which keep Champion ahead in the 
industry. The results have been increasingly 
satisfactory pressroom performance, finer 
d we — . ” 
arte, printing and more productive sales material. 
week 
2 The Champion line is complete for letterpress 
, the 
yottle and offset printing. The extent of its quality 
ear & 
sul ° ° . 
kept and variety is a good thing to remember well. 
know 
w f 
res 
dair 
dat 


ef THE Champion Vipuer AND FIBRE COMPANY...HAMILTON, OHIO 


MILLS AT HAMILTON, OHIO...CANTON, N. C.... HOUSTON, TEXAS 


District Sales Offices 
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the salesman becomes familiar with 
the various kinds of dairy equipment. 
This is not only for background 
knowledge but so that the men them- 
selves may be impressed with the 
guaranteed quality of what they sell 
(“and we do mean guaranteed” MIr. 
Hutchison adds). 

‘The training tools for this portion 
of the course include models of cows, 
typical animals of each breed, pro- 
vided by the California Dairy Indus- 
try Advisory Board, informational 
posters, and booklets. One of the 
latter, also put. out by the board’s 
educational section and used as a 
guide in the Shuey program, is en- 
titled “‘Milk from Farm to Family.” 
It is required reading for each sales- 
man. 


Get Product Knowledge 


A second part of the course has 
the Shuey milk plant for classroom. 
‘There, step-by-step, the men actually 
study processing so that they know 
intimately how milk is handled and 
why it is handled in the way it is. 
‘There are two reasons for this par- 
ticular phase of the study: The obvi- 
ous one of making the men better 
salesmen of their product; and im- 
pressing on them the necessity of 
themselves handling dairy products so 
that they will reach the customer’s 
ice box in the first class condition 
guaranteed by the handling from the 
farm on out of the dairy plant. As 
a result of their training the men 
understand how the scientific super- 
vision from cow to bottle or package 
may be undone (and their most skill- 
ful selling work nullified) if thei 
own handling of the dairy products 
from truck to doorstep is careless or 
uninformed. ‘They realize why dairy 
products must always be kept cold, 
why they must not be exposed to sun- 
light, and in their turn they are able 
to intelligently pass on to the house- 
wife hints on her own handling of 
the products to protect quality. 

‘The course has a theoretical por- 
tion which covers pretty thoroughly 
the field of milk production, process- 
ing and food values, and from there 
goes on to the study of individual 
by-products. Butter, for instance, is 
studied all the way from the produc- 
tion of the fat on the farm on 
through the creamery processes. 
Shuey handles 92 and 93 score butter. 
With the consumer becoming increas- 
ingly price conscious it helps both 
sales and consumer relations when 
the route salesman is in a position to 
explain in simple terms the difference 
between the high score butter and 
lower score at possibly lower prices, 
or the difference between butter and 
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competing products. 

‘The same detailed study of each 
of the other dairy by-products makes 
the men intelligent, persuasive and 
informed salesmen whom housewives 
like to talk with because they learn 
something themselves. Men _— so 
trained do more than merely sell 
products, they sell an industry and 
build customers for a wider and 
wider range of dairy products. ‘The 
entire Shuey line is studied in this 
way (from farm through processing, 
including theoretical background), 
and these include: milk (vitamin D, 
homogenized, regular) ; half-and-half, 
coffee cream, pastry cream, butter- 
milk, chocolate milk, skim milk, but- 
ter, eggs, two types of cottage cheese, 
Bosco (a chocolate syrup rich in 
iron), pure orange juice, and Yami 
Yogurt. 

Instructor Hutchison, as we have 
seen, does not stop at telling. He 
makes vivid use of visual material. 
The models of cows are one example. 
In addition he has a large book with 
descriptive pictures to illustrate each 
subject covered. ‘““By showing as well 
as telling,” he says, “you make the 
ideas stick.”’ 

‘The men’s own selling tool is what 
the company calls its “silent sales- 
man,” or “the basket system’’—again 
the visual presentation method. The 
route salesman does not drop the 
milk at the door and then ask the 
housewife if she wants a pound of 


butter or a dozen eggs. He carries 
up with him a nice looking basker 
temptingly loaded with Shuey prod. 
ucts. 

“With that silent salesman in his 
hands, with time to ring the doorbell 
and with the background to intelli. 
gently sell, customers are soon made 
product conscious,” says Mr. Hutehi- 
son. Consumers enjoy the attention 
and the service, salesmen have the 
opportunity to get to know their cus. 
tomers, their likes and dislikes, buy- 
ing habits, idiosyncrasies. 

In short, the Shuey organization 
has built an integrated sales policy 
around: 1) Guaranteed quality prod. 
ucts; 2) democratic labor relations 
plus intelligent training; 3) extra 
service to the consumer assuring good 
consumer relations; and their end 
result is, as they hoped— increased 
sales volume. 

Now, when milk sales are not 
gaining much and in some cases de- 
clining, dairies all over the country 
will want to find means to build 
volume of by-products sales. Recent 
figures show that less fluid milk is 
being sold; therefore, more of it is 
going into by-products. 

Sales Manager Hutchison is able 
to get the best from his men “by 
never asking any of them to do any- 
thing I cannot do myself.” In addi- 
tion to this, he adds: “If you know 
your product and know your custom | 
er, the rest is easy.” 


“Joe sent me!—Got any new recordings?” 
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PEPCORN COMMERCIAL 


2 45 (Q New York outlets 


for a new product in three weeks 


And what it proves about the sales power of CBS television today. 


Television has the unique power to display package and. product in a living, 
moving way. In fact, television is the only advertising medium that can, with fresh 
vigor, dispatch to American homes a living, moving display of a product and its 
intrinsic consumer appeal. 

After four weeks of advertising in other metropolitan media failed to soften 
up enough retailers, the Hanneil Food Corporation harnessed the new and 
dramatic sales power of television to get New York’s hard-shelled grocers and 
proprietors to stock a tasty but wholly new product, “Pepcorn Chips.” 

Company and agency (Raymond E. Nelson) picked 


Columbia’s WCBS-TV as the best buy—started with two 


Sound 


spots a week before sports events—actively displayed 


Sight 


“it's a hit!!!” 


o . . . 
package, and animated trade mark. Almost immediately 
the company salesmen started clicking off scores of new 
outlets a day. Grocers and proprietors said, “Sure, we'll 


take your product; we've seen it on CBS television.” 


“first at your favorite 
bar and grill, 
grocery, lunch 

counter.”’ 


Success is best expressed in sponsor's own words to 
us: “In three weeks we gained over 2,750 new outlets— 
all because of the eye-catching impact of CBS television?” 


For speedier market distribution and a healthier 
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“or at home...’ 


sales trend for your product...display it with living 


me: 
PEPCQRN CHIPS 
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sound and moving sight on 


“the snack sensation 
of the nation... 
Pepcorn Chips” 


“it's now 8:20 p.m. 
eastern daylight 
time, and any time 
is the time for 
Pepcorn Chips.” 


=<=<3 CBS Television 


THE SMACK SENSATION OF THE si r , _ 
NATION PRPCORM CUPS 15 Vanderbilt Avenue. New York 17: 


or, Radio Sales...Radio Stations Representative...CBS 


What Women Like and Dislike 
About Packages Today 


BY A. R. HAHN °* Managing Editor 


Housewives in ten cities supply some candid criticism of 
food and grocery-store products containers. The findings 
provide a set of criteria which firms in these fields can 
apply to their packages to obtain an "efficiency rating." 


A lapse of six years, a world war, Analysts, among a group of 455 


and the advent of some new living 
habits haven’t changed the American 
housewife’s ideas about what makes 
a convenient and desirable food or 
grocery store product package. 

This fact is quite definitely estab- 
lished in a mew survey made for 
SALES MANAGEMENT by National 
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women in 10 cities* in early Septem- 
ber. In framing the questionnaire 
SM followed, to a large degree, the 
pattern of a previous survey made in 


*Denver, San Francisco, Washington, 
Buffalo, Memphis, Syracuse, Des Moines, 
New Orleans, Albany, Oklahoma City. 


‘ 


1941 and reported in the issues 0 
February 15, March 1, and March 
15 of that year. The object: to gain 
some direct comparisons. 

Here are the highlights of the 
current findings: 


1. Women are influenced in their 
preferences and dislikes about pack- 
ages from six angles—all, you wil 
note, matters of principle: Is it ¢as! 
to open? Is it convenient—and sani J 
tary—in storage when partly empty: 
Does it function correctly in_ the 
cooking operation? (Example: Is " 
convenient to measure baking powder 
or spices?) Does it make purchas- 
ing easier, faster or in some other 
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way more satisfactory? Is the con- 
tainer re-usable? (This latter applied 
especially to glass.) Does the package 
in any way save time or labor in the 
kitchen ? 


2, The greatest volume of adverse 
criticism among this survey group 
was directed against the pry-up metal 
type of closure. Reasons: hard to get 
of without chipping glass, doesn’t 
re-seal tightly, doesn’t allow re-use of 
the container. 


3. The greatest volume of favor- 
able comment centered on screw-type 
closures, both metal and plastic. 


4. In spite of all the Can Manu- 
facturers’ Institute has had to say 
about tin, women are still afraid to 
store foods in opened cans. (Can 
-companies have a _ double-barreled 
job to do: one with consumers, 
one with packers, to combat their 
alert glass competition. ‘They have 
new things to talk about. Examples: 
One-serving cans of fruit juice for 
quick food service establishments. A 
new process which improves flavor 
and color of certain vegetables. Even 
a new wrinkle through which food 
packers can put out “separated” vege- 
tables—as distinguished from mixed 
vegetables—where food layers are 
separated by parchment. ) 


5. Housewives generally like the 
idea of buying fresh fruits and vege- 
tables in clear transparent wrappings. 


» 6. More than two-thirds of the 
; respondents expressed preference for 
screw caps, spouts on packages, win- 
dow packages, inner wraps in card- 
board boxes, and re-usable containers. 
More than half voted against metal 
pry-up tops, corks, unstable bottles, 
sardine cans. 


7. Most complained-about  prod- 

ucts: milk in paper containers (leak- 
es ol 
[arch 
| gain 


the THE PHOTOS ON THESE PAGES: 


THUMBS UP, THUMBS DOWN: (Left hand 
their page) All of the packages in this group 


pack- demonstrate some principle in package de- 
will | that women either predominantly like 
- easy ed dislike. Can you spot which are which 
sanl- —in the eyes of American housewives? 
npty? F 

the EASY DOES IT: (Right) Mother, general 
Is it manager of the American home, appraises 
yweder Packages almost wholly on the basis of 
-chas- their functional performance in the kitchen 
other *S a part of the homemaking operation. 
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age), olives (tall narrow unstable 
bottles, necks too narrow), sugar 
(packages leak), jelly and jam and 
preserves (pry-up metal caps), pickles 
(pry-up metal caps), peanut butter 
(pry-up metal caps), cereals (don’t 
stay fresh—not enough inner wrap- 


ping), catsup (variety of com- 
plaints), dry foods in transparent 
wraps (breakage on shelf causes 
spills). 


The biggest single burden the 
American housewife has to carry is 
the planning, shopping, preparation, 
serving, and cleanup that go with 
the preparation of three meals a day. 
She can be expected, therefore, to 
look with favor upon any package 
she can afford to buy, which saves 
temper, time or labor. Manufac- 
turers are reminded that the house- 
wife views packages from an angle 
that differs from that of the manu- 
facturer himself, the dealer, or the 
manuftacturer’s advertising agency. 
The maker, the advertiser and the 
dealer have an understandable inter- 
est in such elements as shelf appeal, 
display value, economy of manufac- 
ture, convenience in shipping, dam- 
age control, storage space savings, 


eee 
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and economy of transportation costs 
with respect to weight. The house- 
wife is interested in the functional 
performance of the package in the 
kitchen as a part of a cooking and 
housekeeping. operation. 

As was the case with earlier pack- 
aging surveys conducted by SALES 
\MIANAGEMENT, the criticisms and 
comments offered by the housewife 
interviewees are reasonable, practical, 
understandable in the light of reasons 
given. Manufacturers, generally, 
seem to underestimate the intensity 
of reaction in women to packages that 
cause cut fingers, lost tempers, extra 
work on cleanup, extra handling 
through change of container, or waste 
in measuring and handling. The 
average housewife loathes to clean 
up spilled grains of coffee, sugar, 
rice, flour, or any other product that 
comes in fine particles. In the face of 
today’s high food prices, women are 
more conscious than ever of the econ- 
omy angle. They don’t want to spill 
a teaspoon of cinnamon while putting 
a teaspoon of it into a cake batter. 
They're cagey about getting full 
value for their money, and this fact 
is reflected in the survey findings ‘in 
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the frequent commendations for glass 
and transparent wraps which are 
favored “because I can see what I’m 
getting.” 

We have pointed out before that 
the shortcoming of the container car- 
rying any kind of liquid (vanilla, 
capers, maraschino cherries and 
such), which is too tall and thin to 
be stable, is the most thoroughly 
obvious packaging fault that hasn't 
been sufficiently corrected. Aside 
from this, certainly the next most 
obvious and most general fault is 
chargeable to the container that isn’t 
sanitary after it has been opened. 
Any cardboard box that has to be 
slit around three sides of the top 
is an example. Swansdown and Bis- 
quick have overcome this by a new 
type of lid which when opened prop- 
erly, provides a slip-in flange for re- 
sealing, and housewives like both. 
The same objection—not sanitary for 
re-seal and storage—is what’s behind 
the very general objection to the pry- 
up metal cap for glass containers. 

If there is a greatest common de- 
nominator of meaning in SM’s sur- 
veys on packages, it is this: Entirely 
too many packages are in some sub- 
stantial degree unsatisfactory to the 
consumer. Individual manufacturers 
who have not polled housewives in a 
single study, or a continuing study, 
of their attitudes toward presently- 
used packages, should do so... and 
should key their inquiries to the point 
of view of the homemaker. 

A survey of the kind we are re- 
porting is necessarily framed to cover 
mostly matters of principle in pack- 
aging, and to develop the type of 
information which is valuable for sug- 
gesting further lines of inquiry on 
specific packaging problems. In a 
specific product survey, the informa- 
tion can be sharply focused. 

May we repeat what we said in 
the report on our 1941 survey: A 
package rightly designed is a mer- 
chandising tool, a good-will builder, 
a way of adding satisfaction to the 
product itself and thus creating con- 
sumer preference over competitive 
goods intrinsically equal in quality. 
Two brands of peanut butter are 
offered to the housewife, same qual- 
ity, same price. But one has a pry-up 
metal closure, the other a screw-type 
lid. If she’s typical of the majority 
who reported to us in this and pre- 
vious surveys, she'll take the screw 
lid every time. Reasons: The pack- 
age is easier to open; it will seal 
tightly after each separate use; she 
can re-use the jar when it’s empty. 

In the questionnaire used to gather 
data in this survey, we frequently 
asked for mention of brand names. 
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ASK YOURSELF THESE QUESTIONS ABOUT 
YOUR PACKAGE 


1. Is the package easy for a woman to carry home from the grocery 
| - 
store: 


~ 


~<. Can a woman open it quickly and cleanly . . . without undue 
exertion of muscle, without spilling, without cutting her fingers, 
without damaging the contents? 


w 


After the package is open, and part of the contents are used, can 
it be recovered or re-capped tightly enough to meet the house- 
wife's high standard of sanitation? Tightly enough not to evapo- 


rate? ‘lo give off odor in the refrigerator ? 


+. Is the product convenient to pour, measure, otherwise extract 
from its container on each use? 


an 


Does anything unpleasant happen to the package when it stands 
on the shelf or in the refrigerator? Leak? Scatter grains? Tip 
over too easily? Rust? Get brittle and break (transparent plas- 
tic) ? 


6. If your product is a liquid or part liquid, does the container 


dribble? 
7. How long will a partially used container of your product stay 

fresh under normal conditions? 

ALL of these things are important to the consumer. They can 

count for or against your product. 
Almost all readers will find these of relatively small number of interviews 
interest, especially in connection with In ’41, for example, the percentages 
packages and closures women ap- on replies varied only slightly after 
prove. We wish to emphasize, how- the first 250 questionnaires wert 
ever, that in the case of adverse criti- tabulated. ‘The sample this year 
cism, it’s only to be expected that therefore, was somewhat smaller. By 
big, nationally-known brand names way ot turtner proof of the validit 
would come up most frequently. Your of a smaller number of interviews, é 
own brand may not be mentioned at comparison of the percentage finding 
all, but that doesn’t mean your pack- on Question 6, with the figures o 
age is right. Study the principles 1941, is of particular interest. 
involved in the criticisms, and then 
see if your packages will stand up in Question 1: Will you name any proé 


the light of them. Look for sources ucts which you consider poorly pack: 
of dissatisfaction. aged because they spill in the © 


, . frigerator, tip over on the shelf o 
In gathering the field data upon table, po ie 4 


which the following tabulations are 


based, we used on all the questions Question 2: Name any products whose 


involving brand name, what, in re- closures (tops, stoppers, etc.) you por 
search language, is termed “unaided ticularly dislike. 


recall.” All the thinking is left up 
to the respondent. ‘To discover 
whether women were really consistent 
in their opinions, aided-recall ques- 


Because both of these question 
deal with sources of dissatisfaction 


tions rounded out the investigation. Summary 

As we report on the individual Product Mentions 
questions, we shall often include com- a 3 
parisons with 1941 findings. The ’41 ; (50 epeciically for paper cartons 
survey, made in 11 cities, covered that leak. Other reasons: too hard 
1,002 interviews. At that time it to take cap off, not easy to re-seal.) 
was established that, in research of Jams, Jellies, Preserves ....-----+: ™ 
this kind, the pattern is set by a (58 specifically for pry-up metal 
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the findings have been consolidated. 
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“™AND New 


PICTURE OF 


The new Scripps-Howard study of 
Grocery Products Distribution is now 
available. You'll find it packed with 


brand new grocery distribution facts 


from fifteen major markets. 


WHAT IS THE STUDY? 


It’s the result of shelf-checks made in more than 
1300 grocery stores in fifteen major markets. City 
by city, it tabulates the percentage of grocery out- 
lets that have your products in stock. 


WHERE WAS IT CONDUCTED? 


In Birmingham, Cincinnati. Cleveland, Columbus, 
El Paso, Evansville, Fort Worth, Houston, Indian- 
apolis, Knoxville. Memphis, New York, Pittsburgh, 
San Francisco and W ashington. 


SCRIPPS- HOWAR 


ro YORK , * World-Telegram COLUMBUS. ....... Citizen & 
£ 
: ... je Press oo | a Post 
T 
TISBURGH. 2. ar Post 
ANFRANCISCO .. News Covington edition, Cincinnati Post 
INDI 

nar Times KNOXVILLE... .. News-Sentinel! 
‘ational Advertising Department . 230 Park Avenue ° New York 
NOVEMBER 10, 1947 
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HOW WAS IT CONDUCTED? 


Each newspaper selected a representative cross sec- 
tion of grocery stores (chains and independents) in 
its market area. Then field workers went into each 
store to make a check of 40 major grocery classifi- 


cations. and record the brands found in stock. 


WHAT DOES IT SHOW? 


This report—which covers hundreds of local, sec- 
tional and national grocery products—shows for 
each market the percentage of stores which had each 
brand in stock at the time the field worker checked. 


HOW DO YOU GET A COPY? 


Just send your request on your business letterhead 
to any Scripps-Howard National Advertising Office, 
or to the Research Department. Scripps-Howard 
Newspapers. 230 Park Avenue, New York 17, N. Y. 


NEWSPAPERS 


DENVER. ....-. Rocky Mi. News EVANSVILLE... ....-. Press 
BIRMINGHAM ....... a Press 
MEMPHIS. . . . Commerciai Appeo! FORT WORTH. ....... Press 
MEMPHIS ..... . Press-Scimitar ALBUQUERQUE ...... Tribune 
WASHINGTON ......- News ELPASO....... Herald-Post 


Detroit + Cincinnati + Philadelphic + Fort Worth 
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Chicago + San Francisco + 
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SES An eye-opener for sales-minded exec 
Pte 


WHEN YOUR ADVERTISING 
IT SHOWS ON YOUR 


“That's exactly what you de with this 


IT ony 
E 
* YOU OVER 42 MmLLION CIRCULATION, 


aN 
138% 180% 


CIRCULATION COVERAGE 
in all places over 
1,000 population. 


98% 2 179% 


CIRCULATION COVERAGE 


in any size city or town. 


To 18 million families living in Metropolitan To 6-7/100 million families living in places 
Markets—242 counties under the influence of over 1,000 population, beyond the influence of 
cities over 50,000 population. Metropolitan Markets. 


GRIT :. the only national publication concentrating its more than 600,000 circulation 
in that undercovered market. GRIT is a must on any basic list. If you are appealing to 
mass markets for soaps, cigarettes, packaged foods, you can’t afford to pass up this 
12% of your national, non-farm market—the True Small Town Market. 


, T (SMALL TOWN OR SUBURBAN TOWN) 

* @ GIVES YOU THE ANSWER 

e Two of America’s leading advertising agency marketing-meo 
asked for it. 


e Department of Commerce officials approved the method. 


@ American Marketing Association meetings in New York, Chicago, 
and Philadelphia acclaimed it as a great contribution to the 
advertising-marketing problem. 


e A GRIT Representative will see that you get a copy for the 


asking. It’s a story which fits into your selling-plans now! 


Se esd 
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IGNORES 1 OUT OF 8, 
SALES-SHEETS 


(Ladies’ H. J.,Woman’s H.C., McCall’s, 


typical uatioual list: | Good Hskpg., True Story, Life, Sateve- 


post, Collier’s, Time, Liberty, Amer. 
Whkly., and This Week) 


gut HANDICAPS YOU IN 12% op yoy, — 
T 


- 
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CIRCULATION COVERAGE in True Small Towns 


under 1,000 population, where 1 out of 8 of your 
prospects lives. 


3-3/10 million families beyond the influence 
of Metropolitan Markets, in places under 
1,000 population. 1 out of 8 of your poten- 
tial customers lives here. 


® GRIT WILL INCREASE YOUR 
COVERAGE ON SUCH A LIST BY 18% 
ATAN INCREASED COST OF ONLY 1'.% 


GRIT PUBLISHING CO., WILLIAMSPORT 3,PA. 


Small Town America’s Greatest Family Weekly with over 600,000 circulation 


GRIT is the most truly national of all Small Town publications 
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The product that quickly shows its value at the 
point of sale appeals to today’s efficient shopper. In 
addition to telling her what she wants to know about 
size, color, quality, price, etc., it often reminds her of 
a need or suggests a use—rings up the impulse sales 
that account for 38 per cent of purchases in super mar- 
kets according to a recent survey. 


Alert retailers throughout the country are realizing 
more and more the sales power of visibility; are prone 
to give Cellophane packaged products the preferred 
display spots. E. I. du Pont de Nemours & Co. (Inc.), 
Cellophane Division, Wilmington 98, Delaware. 


DuPont Cellophane 


Shows what it Protects —at Low Cost 


BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY 


®€6 us. pat OFF 
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lids that won't re-seal for storage. 
Most mentioned brand: Heinz) 
Coffee 
Reasons: pry-up lids that won't 
re-seal, “spills when opened,” key- 
opener unsatisfactory. 


Most men- 


tioned brands: Folger, Maxwell 
House. 

Pickles Leb eee Bombs 
Pry-up lids won't re-seal, some 


tip and spill because of unstable 
bottles. Most mentioned 
Heinz. 


brand: 


Cereals Sdokms tans ee eae ere 
Not enough inner wraps to keep 
fresh, no opening 
those in transparent 
in kitchen.) 


arrangement, 
wraps spill 


Catsup . stake ad hahiantas 2h ; 
Hard to open, can’t re-seal, mouth 
too Narrow, want screw caps. Most 
mentioned brand: Heinz.) 

DO ib ics Soin rric aor edapen ie 

(Too hard to open. Often no keys. 

Most mentioned brand: Neptune.) 


Don’t like square cans. Most men- 

tioned brand: Spam.) 
ee ere 

(All disliked for pry-up metal tops. 

Most mentioned brand: Peter Pan.) 
“All with pry-up metals tops” 


“Products in all-over transparent 
NES contrac twas Ata nes at 
(Same objection for all: Split 


and/or spill when stored.) 


w 
tN 


39 


26 


Scattered mentions: 10 votes or less 

NN Gcsinarg: 2 sarees we avareloueon cetera ote 
(Bottles tip and spill.) 

ASS TAR ONS SCL rae ee a eee 
(Containers drip, 

Bread 
(Doesn't stay fresh in kind of wrap 
provided. ) 

Sugar 
(Paper cartons leak. Cloth bags do 
not designate how to start string 
ravel.) 


“get messy.’’) 


Spices 

(Lids too hard to open and close, 

can't get a spoon in to measure.) 
Egg boxes 

(Too flimsy, break.) 
Shortening—Oil 

(Containers drip.) 
Cocoa 

(Inset lid falls in the can.) 
Cheese in glass 

(Glass chips when opened.) 
Baby food 

(Glass chips when opened. 

re-seal.) 


Can't 


Again we remind the reader that 
these replies were gathered by un- 
aided re-call, and therefore not to 
discount small numbers of votes. All 
previous experience indicates that, on 
an aided re-call, findings would not 
change, but numbers would be sub- 
stantially increased. 

In 1941 the six foods most men- 


—————— 


RHYMES ABOUT TOWN 
BOTTLENECK BLUES 


The War tor Freedom ought to 
throttle 

Production of the ketchup bottle, 

That standard job, so tall and 
skinny, 

So wholly lacking in give-inny. 


What human fiend decreed its 
neck 

Be scrawny as a worthless check? 

What Lucifer was so debased 

As to inspire such wanton waste? 


Though you may call me Steppin 
Fetch-up, 

I'd saivage all 
ketchup 

Imprisoned in those hips of glass 

That mutely rule, “It shall not 
pass." 


that backward 


Margaret Fishback 
In This Week 


NOVEMBER 10, 1947 


tioned as poorly packaged because 
they leak, tip or spill, were: Olives, 
extracts, cereals, sauces (including 
catsup), dried vegetables, sugar. 
Most mentioned for unsatisfactory 
closures, the first six, in order: cat- 
sup, syrup, jams and jellies and pre- 
serves, cereals, cocoa, pickles. 

Notable change in this year’s sur- 
vey: Greatly reduced number of 
complaints about syrups since so 
many have been changed over to bot- 
tles with screw caps. (In a survey 
conducted by Elmo Roper for Owens- 
Illinois Glass Co. only a few weeks 
ago, 77.4% of the women questioned 
selected the glass bottle as the fa- 
vored container for table syrups. ) 

In comments written-in on the 
questionnaire, frequent mention was 
made of the old long-standing trou- 
bles with key-opened cans. Samples: 
“Don’t like any key-open can.” “OK 
on coffee but only if key is fastened 
to the can.” “Keys too often miss- 
ing.” “Strip comes off key just as 
I’m ready to pull it off.” ‘““Too hard 
to open. Doesn’t follow track when 
I’m in a hurry.” 


Question No. 3: Name any products 
whose closures (tops, stoppers, etc.) 
you particularly like. 


Summary 
Product Mentions 
Mayonnaise & Salad Dressing .... 113 
(Wide mouth, screw cap, re-usable. 
Most mentioned: Kraft Miracle 
Whip, Kraft Mayonnaise.) 
ON te dcccaniciwar- eabaerten ieee 45 


(Spout package. Most mentioned: 


Morton’s. ) 


CE 55s oc cuba rtenakesnioceswhs . 44 
(Return of vacuum pack. Glass 
with screw caps. Most mentioned: 
Folger.) 

PE TI ok ide skaeaaees 42 
(Screw caps, wide mouths, re 
usable. Most mentioned: Oxheart.) 

ge a ee een nena rier 32 


(Screw caps, wide mouths, re- 
usable. Most mentioned: Libby.) 
Jams and Jelly and Preserves ...... 30 
(Screw caps, re-usable. Most men- 
tioned: Ann Page, for wire lift on 
clamp-on type of top that has 


enough “spring” to reseal.) 

PE a kd o6-5'30 0.85. x onnaeaininaane 15 
(Screw caps, wide mouths “to get 
spoon in.” Most _— mentioned: 
French’s. ) 

CI si ce ste emieyawens one ae 
(One key-opened can the women 
like. Like “hinged lid.” Most 
mentioned: Crisco.) 

COMME coca nvesnanecuccceseeeares 23 
(Improvement over old tin tops 
that rusted. Most’ mentioned: 
Heinz. ) 

CI 0% ode yaa dseaeecageewen 11 


(Improve dinner wraps to insure 
freshness. Approval for variety 
packs. Most mentioned: Kellogg.) 
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TABLE | 


Through Mrs. Consumer’s Eyes: 15 Angles on Packages 


Questicn 
Particu- 

larly 

like 

Metal tops you pry up 17 

Plastic screw top 124 

Ordinary corks 6 

Tall, thin bottles (like Vanilla) | 5 

Spouts on packages. . | 248 
Window packages 148 
Inner wraps (like chocolate, breakfast foods, etc.)' 216 
Standard cocoa cans with set-in oval lid 33 
Tear off tin wrap (like some catsup bottles)... | 20 | 
Sardine cans | 7 
Container usable for other purposes (cheese | | 

packed in water glasses) | 248 
Stitched top on sugar and flour sacks ; 76 | 


. 
Economy sizes (like fruit put up in two servings)| 130 | 


Cans that open with a key 
Re‘urnable containers with deposit (like milk 30 


* Not included in 1941 survey. 


Particu- 


Like | Favor- % | 1041 || Distike larly 
able | survey dislike 
nm| «| a | 28 139 | 194 
194 | 27a | 6f | 75 2 | 7? 
80 | 86 | (19 20 209 || (80 
150 | 155 34 28 «|| (184 73 
170 | 418 92 8 || 19 10 
209 357 78 72 || 37 18 
215 431 86 87 | 7 1 
164 197 43 47 || 124 80 
116 136 30 40 | 139 87 
90 97 21 18 || 106 117 
156 404 89 | 6 || 26 4 
225 301 6 | 3 | Wi} «4 
15 | 75 | 68 | 61 || 50 | 10 
1960 | «6199 «| (44 | ° 120 | #17 
118 148 33 . 19 «| (184 


in the fo!lowing list, please check the space that tells how you feel about the various types of containers, closures, etc., listed: 


Total % 


Unfavor- % | 1941 || Don't = -% No 
able survey Care Answer 
33 | 7 | le || | lel] 
35 . 7 106 23 | lo 
289 64 59 77 7 | 3 
227 50 5 | O71 16 2 
29 6 6 e | 2 Q 
s | 2 7 || « : 3 

- 2 s || 16 4 4 
ee ee " 2 
226 | «680 | 646 || kl Tg 
22348 | sa | 12 | 2 13 

1} 

wo | 7 6 20 | 4 1 
121 27 “i os 7 2 
60 13 1 || 82 | 1 18 
237 52 * || 19 4 0 
283 62 - || gs 4 1 


Scattered mentions: 10 votes or less 


Glim liquid soap, for which is a 
measuring device. 

Windex, for spray attachment. 

Bread crumbs, for spout package. 

Spic & Span, for 


ment. 


cap 


perforation arrange- 


Calumet baking powder, for spoon leveler 
device. 

Syrups, various, for bottles with screw 
caps. 

Flour, paper sacks, for cut-off arrange- 
ment to make a spout for pouring. 

Campfire marshmallows, for inner sepa- 
rate wraps. 


If you want to see a container the 
ladies approve whole-heartedly, look 
at a jar of Kraft mayonnaise, or a 
jar of Kraft Miracle Whip. It scores 
on tour counts: It has a wide mouth; 
it has a screw cap; it will re-seal 
tightly; it can be re-used. The Mor- 
ton salt package, with its spout, re- 
ceived the highest number of favor- 
able mentions of any package in the 
1941 survey. It still rates with the 
best. In earlier surveys women filed 
many objections to spice containers 
because they didn’t have the names 
of the spices on the side of the box. 
Now so many manufacturers have 
corrected this fault that little was 
said about this objection in the cur- 
rent survey. Housewives are still 
having trouble, however, with the 
top arrangements on spice cans. 
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Question No. 4: Have you noticed late- 
ly any improved packages or contain- 
ers which you particularly like? 


Because of package materials short- 
ages, many manufacturers have been 
slow in getting away from wartime 
emergency packs and back to a satis- 
factory pre-war pack, or into a newly 
designed container embodying im- 
provement in design. Consequently, 
answers to this question were rela- 
tively sparse. Highest number of 
votes went to vegetables and fruits 
in transparent wrappings, now gener- 
ally available almost the country over. 

Scattered mentions: For the new 
Delrich margarine package which 
allows the housewife to mix the color 
by kneading. For the relatively new 
square milk bottle. For  variety- 
pack cereals, now back on the market 
after wartime absence. For the new 
Birdseye frozen food package. For 
bread in “twinpacks’’—the two halves 
ot the loaf wrapped separately. For 
coffee back in vacuum cans. 


Question No. 5: (a.) Do you like the 
square tin used by many manufactur- 
ers to pack asparagus, corned beef 
and products like Spam and Treet? 


% 1941 
No » survey 
Yes 236 52 75 
No 148 33 21 
Not sure 62 14 3 
No answer 9 


(b.) Would you rather these products 
be packed in a round tin?* 


No. vA 
Yes 161 35 
No 216 4g 
Not sure 63 \4 
No answer 15 


(c.) Would you prefer these products 
packed in glass?* 


No. % 
Yes 164 36 
No 218 48 
Not sure 60 3 
No answer 13 


Question No. 6: How do you feel 
about: metal tops you pry up, plastic 
screw tops, ordinary corks, tall this 
bottles (like some vanilla), spouts of 
packages, window packages, inner 
wraps, standard cocoa cans with 

in oval lid, tear-off tin wraps, sardine 
cans, container usable for other pur 
poses (like cheese packed in water oF 
juice glasses), stitched top on suger 
and flour sacks, economy sizes, cams 
that open with a key, returnable com 
tainers with deposit (like milk)? 


See Table I (above) for summary 
Note the remarkable similarity of t 
plies percentage-wise, to 13 of the 
same questions asked in the 194! 
survey. Note, also, that the replies 
here are consistent with the answer 
to earlier questions in which house 
wives were asked to name featur 
of packages they like and dislike. 


*No comparison to 1941 available. 
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WORCESTER BANK DEBITS RISE 


| 7.7 /o 


«*| —Another Sure Sign of Increased Business 


Worcester bank debits rose 9.7%* the first 
six months of 1947, compared with the same 
1946 period, well ahead of New England's 
7.7% increase and the nation’s 5.4% gain. 
| You can put advertising faith in this sure sign 
of added business activity in the great 


PAY ] Central New England Market —a market 

g wore thoroughly covered by more than 140,000 

, r) copies of the daily Worcester Telegram- 
| We Gazette and the circulation in excess of 


100,000 of the Sunday Telegram. 


“Federal Reserve Bank 


’ tH TELEGRAM -GAZETTE 


WORCESTER, MASSACHUSETTS 
_§ GEORGE F BOOTH Pubiishes- 


MOLONEY, REGAN & SCHMITT, INC., NATIONAL REPRESENTATIVES 
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provides a 


re-call 
double-check against other findings. 
Greatest applause (92%) is regis- 
tered for packages with spouts. Also 
highly popular with over three-quar- 


Here aided 


ters of the housewives: re-usable 
containers (89%); inner wraps to 
keep products fresh (86% ) ; window 
packages, a gain of 6 percentage 
points over 1941 (78%). 

Highest percentage of unfavorable 
votes: metal tops you pry up (73%) 

. . note how this checks out with 
answers to other questions. Features 
disliked by more than half, and 
therefore in need of study by manu- 
facturers whose packages embody 
them: corks (64%); unstable bottles 
(50%); tear-off tin wraps (50%) ; 
key-open cans (52%); deposit con- 
tainers that must be returned (62% ). 


Question No, 7: Are there any grocery 
products which you usually take out 
of their original containers after they 
are opened because the original con- 
tainer seems dangerous from a health 
point of view? 


Summary 
All vegetables in tin 185 
All fruit in tin 154 
Everything in tin 127 
Fruit juice 91 
All meat products 78 
All fish 62 
Flour 34 


Sugar 30 
Canned milk 23 
Canned soup 13 
Rice 13 
Coffee 12 
Baby food 8 
Meal 8 


Scattered mentions for: cornstarch, 
dried beans, macaroni and spaghetti, 
tea, syrups, dog food, eggs, cheese, 
cereals, crackers, breadcrumbs, tapi- 
oca. 


Question No, 8: Do you buy foods like 
vegetables and fruit and food mix- 
tures like corned beef and hash and 
spaghetti dinners packed in glass? 


(a) If the cost is the same as tin? 
Yes: 292. No: 159. No answer: 4. 


(b) If the cost is slightly higher 
than the cost if packed in tin: Yes: 
153. No: 266. No answer: 36. 


Question No. 9: Do you save glasses, 
bottles, and jars from such foods as 
mayonnaise, olives, cheese, etc., after 
they are empty? 


Save all: 81. Save some: 294. Save 
none: 80. 
Question No. 10: Do you find that you 


get so many of these glasses on hand 
that you hesitate to buy more because 


Ne 


KELLY-SMITH CO. 


Speaking of PAGKAGES 


A big, well-filled package usually means big cost. 


In Fall River, however, there are 30,800 
families with $153,651,000 gross income— 
$95,252,000 total retail sales—$4,989 aver- 
age family income and $3092 average 
retail sales per family. The city's only newspaper—the Herald 


News—packages 96.9%, of this cream market in a single buy. 


A big well-filled package at extremely low cost! 


FALL RIVER HERALD NEWS 


FALL RIVER, MASS. 


New York, Boston, Philadelphia, Chicago, Atlanta, Detroit, 
Los Angeles, San Francisco 


NATIONAL REPRESENTATIVES 


REPRINTS 


Reprints of this article are 
available at 25c each; 20c each 
for 10 or more. Order by num- 
ber, 162, from Readers’ Service, 
SALES MANAGEMENT, 386 
Fourth Avenue, New York 16, 
New York. 


you dislike the idea of throwing away 
the container? 

Yes: 34. No: 352. 
69. 


No answer: 


Question No. 11 
(a) Do you store partially used foods 
in their original glass containers? 


Yes: 391. No: 64. 
(b) Do you store partially used foods 
in their original tin containers? 
Yes: 65. No: 390. 
Question No. 12: What type of closure 


(top, stopper, lid, etc.) do you prefer 
on glass containers? 


Pry-up metal: 32 
Screw tin lid: 29) 
Screw plastic lid: 114 
Don’t care: 13 
No answer: 5 


Question No. 13: Do you like the ides 
of buying fresh fruits and vegetables 
in all-over transparent or cellophane 
wrappings? 


Yes: 331. No: 120. 


Reasons, yes: 


Cleaner, more sanitary: 18+ 
Fresher : 7| 
Not ‘picked over”: 5() 
Can see what you're getting: +! 
Saves time and work: 38 
Easier to prepare: 2) 
Keep longer: I) 
No waste: 1) 
More tempting looking: 12 


Scattered mentions for: go further, 
better quality, cheaper, can store if 
refrigerator conveniently, easier t 
carry, keep flavor better, do not have 
to wait for salesman to weigh. 


Reasons, no: 
4? 
Prefer to select own vegetables: 2 
Too expensive: 6 
Not fresh enough: ; 
Can’t buy exact amount needed: 


23 
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As local as Mrs. Murphy next door 


Locally Edited Gravure Magazines 


NOVEMBER 


RS. Murphy has a keen ear, and a 

sharper tongue. There’s nothing she 
likes better than to exchange neighborhood 
news over the back fence. Some folks say 
she’s “nosey”, and “should mind her own 
business”... but they are the first ones to 
come a-running when Mrs. Murphy rests her 
elbows on the fence and prepares to give out 
with the latest local news round-up. 


Mrs. Murphy and her audience are simply 
displaying an interest in the local scene that 
is inherent in all of us. People all over the 
country are buying John Gunther’s new book 
“Inside U.S. A.”, turning first to read the 
chapter that deals with their own home state. 


It’s just human nature for people to be inter- 
ested most in persons, places and events that 
are closest to them. 


Week after week, the Locally Edited Gravure 
Magazines present in pictures and in stories 


things that are going on right in the reader's 
own hometown. That’s what makes reading 
their own Locally Edited Gravure Magazine 
a pleasant habit for over 1,650,000 subscriber- 
families. And it makes advertising in the 
Locally Edited Magazines a profitable habit 
for a growing list of national advertisers. 


All eight publications are printed in Stand- 
ard Gravure’s modern rotogravure plant at 
Louisville, insuring uniform, top-quality re- 
production in monotone, duotone or full- 
color’ gravure. All are available individually 
or as a convenient package—with one order, 
one set of positives, one invoice. 


To order, just write the Locally Edited Group, 
Louisville 2, Ky.—or contact any of the fol- 
lowing Representatives: Branham Co., Jann 
& Kelley, John Budd Co., Kelly-Smith Co., 
O'Mara & Ormsbee, Sawyer-Ferguson-Walker 
Company. 


FEATURING THE LOCAL TOUCH FOR HIGHEST READER INTEREST 
FOR GREATER ADVERTISING VALUE 


San Antonio Express 
Louisville Courier-Journal 
Columbus Dispatch 


Atlanta Journal 


The Indianapolis Star* 
The Nashville Tennessean 
Houston Chronicle 


New Orleans Times-Picayune-States 


*First issue Jan. 4, 1948 


TOTAL CIRCULATION: OVER 


10, 1947 


1,650,000 COPIES EVERY WEEK 


59 


ell-ective buyer circulation 
..- that helps sell goods 


Selectivity is not only the cornerstone... itis Publications keep their copies for an average 
the solid foundation on which the circulation of 150 days... over 20% keep them a year 
of each Haire publication is built. or longer as text books for constant reference 

. more than 72% subscribe by mail . . . their 
combined renewal average is over 77%. More 
than that, there are 4.3 readers for each copy 


The roster of PAID subscribers to these 


merchandising magazines, is a veritable Who’s 


Who in their specialized fields—most power- printed! 

ful buying force in these highly profitable ae 

markets. A single buyer-reader often has the Your specialized highly selective monthly 
purchasing power of more than a_ million Haire publication will deliver your advertis- 
dollars. ing message to the right people—in the right 


places—at a lower cost per sell-ective buyer- 
Surveys reveal that subscribers to Haire reader, than any other comparable medium. | 


Linens ond We | 1% * ose 
Vomestics & * =~ ©. 


The Power of ALL for 
the Strength of EACH 


Consistent research, constant 
sifting and meticulous selec- 
tion assure for each Haire 
publication the concentrated 
buyer-readers who make up 
the Blue Ribbon audience in 
each specific market. 
HOME FURNISHINGS 
MERCHANDISING, des- 
cribed on the opposite page 
draws on the resources of the 
complete organization of ex- 
perts who comprise ALL the 
Haire circulation staffs. Ic 
thereby delivers the PAID 
buyer-subscribers who con- 
trol the major volume of 
business in its market. 


| HAIRE 3 


in a series 
SELL—ECTIVE 
SERVICES THAT C 
MOVE MERCHANDISE ’ 


THE 9 * 


1170 BROADWAY, NEW YORK os 
INFORMATION HEADQUARTERS FOR 9 MAJOR MARKEN) 


SALES MANAGEMENT 


coverings radios fabrics curtains wallpaper lamps cecorative ax 


g floor coverings radios fabrics curtains wallpaper lamps deco 


acces 


lamps decorat 
floor Coverings rack 
re beddina fi seit v2 


Mae 


©OVering ~ ttt 
5 tad 
Hi Gt 
Ure beddir aft - fabrics 


Auta Re Pp "en 


HOME FURNISHINGS MERCHANDISING is the only specialized 
monthly publication devoted to coordinating the merchandising of 
products for living rooms, dining room and bedroom. 

This unique editorial service has won the responsive interest of 
active buyers of these products in leading furniture, department and 
home furnishings stores. 

HEM has a Jong life in readership values. It is never thrown away. 
Over 60% of the buyers keep this monthly publication for periods of 
from three months to more than a year for sales training meetings and 
for constant reference as a reservoir of merchandising ideas and 
information. 

With a PLUS VALUE of 3 to 6 readers per copy for 84% of HFM’s 
retail subscriptions, it exerts a powerful impact on the thinking of the 
country’s merchandisers of home furnishings. HFM, therefore, offers 
the advertiser a concentrated sell-ective buying influence and an 
exceptionally high advertising value. Send for complete fact sheet. 
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FOUNDED 1901—It is the only 
monthly publication devoted to 
coordinating the merchandising of 
furnishings for living rooms—the 
bedroom and dining room—no- 
thing else. 


BUYER COVERAGE—The distinctive 
HFM editorial service makes it 
“MUST reading” with a coast-to- 
coast responsive buyer-readership 
in leading furniture stores, depart- 
ment stores and home furnishings 
specialty stores. 


EDITORIAL LEADERSHIP — Edited by 
Esther Skaar Hansen, nationally 
recognized home furnishings au- 
thority, and a picked staff of ex- 
pert market editors. 


ADVERTISING STRENGTH —T he recog- 
nition of HFM’s influence on the 
buying power of America’s retailers 
of home furnishings—is indicated 
by the consistent increase of high 
quality advertisers who are plan- 
ning ahead to influence the highest 
type buyers of their products. 


MERCHANDISING PUBLICATIONS | 


NEW YORK - BOSTON - PITTSBURGH - CHICAGO - DETROIT - ST. LOUIS - LOS ANGELES - ATLANTA - LONDON 


qf PECIALIZED SERVICES TO THE MERCHANDISING WORLD 
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Reasons no: Continued 


Have to be cleaned and washed 


anyway: / 
Have found product mouldy: 6 
‘Part you can’t see no good” 6 
Don’t keep: 5 


Scattered mentions: 
as advertised,’ packages rip, stale, 
“they use left-over pieces (as spin- 
ach), tastes like wrapper, prefer to 
cut up themselves, seem flavorless. 


“not so clean 


Notice should be taken, in these 
replies, of the reasons given for the 
“no” responses. While the acceptance 
of vegetables and fruits offered in 
transparent wraps. is excellent 
(73% ), continued partonage and the 
winning of new users will depend ou 
repeated satisfaction with purchases 
which will engender complete con- 
fidence. Quality will have to be 
rigidly policed, cleanliness will have 
to be assured, and freshness will have 
to be carefully watched. 


Question No. 14: Which do you prefer 
for dry foods: 


All-over transparent package: 129 


A cardboard box: 118 
Box with transparent win- 
dow : 193 


Question No. 15: When you buy canned 
goods, how do you usually ask for the 
size you want? 


(a) By asking for “little,” ‘“‘me- 
dium,” or “big” can? 223 
(b) By quoting the price of the 
can you usually buy? 25 


Table Il 

Summary of replies to: According to your best recollection, how many 
cups of content are in: 

Ic or less 1-thru 2 Over 2 Over 3 Over 4 Don't know | 

thru 3 thru 4 

ZI tall 64 126* 9 12 222 
p'4 124 49* 7 | 229 
~ 0 144 30 3 161 
PA 4 5 7\* 26 263 
Correct 21 tall I%ec 15 fluid ounces 

£1 (Picnic) I'%e 9'/y fluid ounces 

$2 Vac | pt.2 fluid ounces 

23 4C. | pt. 15 fluid ounces 
* Correct range. 


(c) By asking for the can by 
number ? 113 
(d) Other: Select herself in su- 


permarket: 74 
By weight: 3 
Brand name only: 6 
By number to be served: 3 
No answer: 8 


Question No, 16: According to your 
best recollection, how many cups of 
content are in: 


(a) A 1 tall can. (b) A 31 can. 
(c) A £2 can. (d) A 3 can, See 
Table If (above) for summary. 


Just how disastrous a state of con- 
fusion can be created by the topsy- 
like growth of industry terminology 
which persists in the face of 40 rea- 
sons in favor of some type of ration- 
alization and standardization, is in- 
dicated by the answers to this ques- 
tion. Most women just don’t know 


Kentucky Straight 
Bourbon Whiskey 
90 Proof. This 
Whiskey is 7 Years 


inn 400 an rrveo oF 
Wmmont DismLiemes, co. Ioro™ 
3 tse 


ORO, mENTUCKY 


GLENMORE DISTILLERIES COMPANY, 


62 


Special holiday 
bottling in limited 
quantities 


If you have question marks on your Christmas 
list, buck up pardner! Here’s the perfect 
answer from old Kentucky—a jugful of that 
great Glenmore bourbon. It’s a friendly gift, 
cleverly packaged. Available everywhere. 


LOUISVILLE, KY. 


what can numbers mean and they 
frankly say so. Others have ideas so 
fantastically apart from the truth 
that our tabular summary of the 
answer to (Question 16 looks a 
though the printer scrambled the 
type. 

Warning to chains and other re- 
tailers: Don’t advertise canned goods 
and use can numbers as indicators of 
size. Warning to recipe-publishers: 
Do not specify cans by can numbers 
without including also the statement 
of number of cups required. 

As it happens with most consumer 
surveys in which the subject matter 
is something that is close to the prob- 
lems of every-day living, we found 
the usually entertaining bunch of 
freak comments and requests and re- 
plies on our questionnaires. One 
woman wants a zipper on sugar and 
flour sacks. One can’t buy window 
boxes because her children can’t resist 
the impulse to stick their fingers 
through the cellophane. Another says 
she puts up with pry-up lids only for 
one reason: She knows women can't 
open the jars on the super-market 
shelf to sample the contents. And 
the lady in Denver wants an im 
proved wrap for frozen seafood. 


Says she: “The cats follow me all 
over town when I buy frozen fish. 


SALES MANAGEMEN! 


More people walk on 
this floor covering 
than on any other! 


And it’s interesting to note that the 
makers of the world’s best-selling floor 
covering have advertised consistently 
in The Saturday Evening Post for over 
30 years. That is also the record of 
America’s favorite plumbing fixtures, 
meats, writing papers and dozens of 
other successful products. 


People like to read advertising in the Post 


—far more than in any other magazine. 


Tell your sales staff how 
ACB Reports give them an equal 
footing in discussing local 
promotion with their dealers 


Some successful merchandisers are devoting a 
period of their sales meeting to telling the 
field sales force how ACB Research Services 
are being used to make the salesman’s work 
more efficient. He is shown how ACB Re- 
search Reports enable him to walk into a 
dealer’s store armed with indisputable facts 


about which even the dealer may e unaware! 


SEND FOR FREE ACB CATALOG! 


Gives details of 12 research services 
covers wide range of subjects—tells 
how to estimate cost—suggests many 
applications of information furnished 
—gives names of satisfied users. 


CHICAGO (5), 538 South Clark Street 


NEW YORK (16), 79 Madison Ave. « SAN FRANCISCO (5), 16 First St. ~ 


—-. 


research re Sports 


Yes, the story of ACB services is a great story 
for your sales staff... how it saves time... 
spots trouble...saves snap judgments... 
gives the salesman a sharply-focused picture 
of what promotions are going on in each city 
in his territory—your own and competitive 
dealers. 


ACB reads every daily and Sunday news- 
paper published in the U.S. and renders serv- 
ice to several hundred national advertisers 
and advertising agencies. The service is cor- 
plete and accurate and the cest is rnoderat:. 
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DICK TRACY JOE PALOOKA 
THE GUMPS POPEYE 

HENRY ORPHAN ANNIE 
TERRY SMILING JACK 
THE NEBBS HAROLD TEEN 
JIGGS BRENDA STARR 


STEVE CANYON SMITTY 
(And many others both 
Daily and Sunday) 
SPLASHLESS WATER pours out i 


of the aerator faucet attachment. 


Simplifies task of dishwashing. 


... coming your way 


wes Velva-flo aerator, now be- 
produced by the Firestone Indus- 
trial Products Co., forces tap wa- 
ter through more than 1,000 tiny 
holes to thoroughly mix it with 
air. Upon emerging, the water is 
amass of foam, permeated by mil- 
lions of air bubbles that make the 
water clearer, softer and_ better 
tasting. ‘The aerator consists of 
two small rubber cylinders, one 
of which fits on the faucet. “The 
assembled unit is a_ perforated 
brass disc that converts the water 
flow into a series of needle-like, 
high pressure jets. The jets are 
directed against several small 


+ screen sections which divert the 


jets into a mass of splashing water 
that breaks down into millions of 
bubbles as air is fed into the mini- 
ature waterfall through vents in 
the side of the spray head. The 
foamed water will not splash. It 
is also a soap saver since aerated 
water makes suds more quickly 
with less soap than when ordinary 
tap water is used. 


vee PUQ-Sealz, described as “‘first 
aid for carpets,” has been devel- 
oped by United States Rubber Co. 
It is a self- curing, liquid, white 
tubber compound. When painted 
over binding tape or sewing, the 
material forms a tough, permanent 
seam invisible from the top side 
ot the carpet. Either alone or with 
tape, it prevents fraying or raw 


edges. Areas of dry rot can be 


ee by coating those areas on 
the underside of the c carpet with 
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Rug-Sealz. It is said that the ma- 
terial also antiskids carpets when 
painted over the entire backing. 
In addition it has good aging qual- 
ities, is odorless and is resistant 
to copper in the wool dyes used in 
carpets. The adhesive is thin 
enough to penetrate well and 
cures without heat in less than an 
hour. 


«sss Openmatic garment bag 
has a patented, stay-open feature 
attached to the top of the zipper 
which makes the entire width of 
the bag immediately accessible as 


FIXTURE at top of the zipper makes 
entire width of the bag immediately 


accessible as the zipper is opened. 


the zipper is opened. It is a form 
of boning adjoining the top of the 
slide fastener on each side. The 
automatic flexing of this boning 
holds the sides of the bag. The 
new garment bag was designed by 
Protex Products Co. 


REACH BUFFALO'S BUYING 
POWER thru the 


tel gr 


Buffalo's Only 
(out" and Sunday Newspaper 


National Representatives: 


OSBORN, SCOLARO,MEEKER & CO., 


Winston-Salem 
RANKS 100th AMONG 
U.S.” METROPOLITAN 

MARKETS! 


We Saturate This Market! 


Winston-Salem Twin City Journal and 


, Sentinel 
Journal (AM) Sentinel (PM) (Sunday) 
Coverage Coverage Coverage 


88% 81% 100% 


Our Market Research 
Department 
At Your Service! 


WINSTON-SALEM TWIN CITY 


JOURNAL and SENTINEL 


MORNING SUNDAY EVENING 


National Representative: KELL Y-SMITH COMPANY 


NOW—Sunday Circulation Exceeds 
52,000; Daily Combined Exceeds 
75,000! 
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“--But We Haven't a Million 


To Spend for Advertising!” 


BY SELMOUR I. KAWALLER - 


Fashion Advertising Co., Inc. 


Your competition is big. It splashes color spreads in 
magazines all over the lot, blankets the nation with chain 
radio. Your more modest appropriation seems to be against 
hopeless odds. But is it? This article supplies an answer. 


‘The manufacturer who first la- 
beled his line during the war years 
now finds himself in a dilemma. His 
product, which enjoyed the sweet 
nectar of national respect and rec- 
ognition as an automatic result of 
merchandise shortages, now must 
fight for a place in the sun. ‘The 
alternative is to lose out by default 
to the multitude of job lots and 
“Seconds” which are always ready 
to edge the unbranded line into 
anonymity. 

Faced with such a choice, this 
manufacturer turns to advertising as 
the logical solution to his problem. 
But then he finds himself deterred 
by other considerations. 

‘The presence of well entrenched 
“big time operators,’ who already 
dominate the field, is one of the most 
frequent objections we encounter. 
This point of view is summed up by 
the defeatist phrase, “My competition 
is big; they can afford to do it.” ‘The 
man who turns down a good idea 
with that attitude might just as well 
close up shop now to avoid the prob- 
lems that are sure to pop up in the 
competitive era ahead. If his com- 
petition is too big to buck, he should 
never have hung out his shingle in 
the first place. 

And then there is the man who 
lets precious days and months fritter 
away while he drums his fingers on 
his desk and sagely says, “No one 
has greater respect for the power of 
advertising, but this isn’t the right 
time for us to start.” This evasion— 
this sidestepping of the time for de- 
cision—is responsible for the failure 
of many oldtimers to maintain and 
improve leadership in their fields. 

Another cliché that has become a 
chronic excuse for “donothingism”’ is 
the remark, “My business is differ- 
ent.” That’s the tip-off on the man 
who will be left behind because he 
no longer has the urge to step ahead. 
It’s true that different business prob- 
lems require specialized solutions 
.. . but it is a rare problem that can 
be solved by doing nothing. Seldom 
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will you find a businessman who will 
deny the value of advertising. Yet, 
frequently you will find a man who 
puts off his advertising with one of 
the aforesaid excuses for inaction. 

Which brings us to the man who 
recognizes the need for advertising 
his business; who intends to abide 
by his own good judgment but is 
bewildered by the profusion of pos- 
sibilities for going wrong. 

As a perplexed businessman seeks 
the counsel of his accountant or at- 
torney, so should a prospective adver- 
tiser turn to a professional. Literally 
millions of wasted advertising dollars 
can be attributed to the statement: 
“T don’t know very much about ad- 


vertising, but Few good store 


buyers allow their personal tastes to 
dictate their purchases. The succes. 
ful ones buy what their customer; 
want. Surely this is no world-shak. 
ing bit of information. Yet many 
businessmen who fully understand 
this fundamental precept of good 
merchandising and good _ business 
will permit their personal likes and 
dislikes to dictate the placement and 
content of their advertisements. 
The one question in the minds of 
most potential advertisers is the cost 
factor. There is no specific answer 
yet there is an unfortunate tendenc 
to use the budget of the industry's 
leader as a yardstick. This is a com- 
monplace mistake. The amount of 
money you spend on your advertising 
isn’t nearly so decisive as what you 
spend it on. Advertising has been 
rightly defined as a sales medium. 
I'll go a step further: It’s a medium 
by which you can sell an identified 
product. It isn’t enough if your ad- 
vertising sells dresses, or bags or per- 
fume. Since you're paying the bill 


“Top of the morning, dear ladies. Top of the morning!” 


SALES MANAGEMENI 


ee i, te te 


A born salesman! His very first words were [OWA Territory! 


Even a child knows you can’t miss where you sell 
a whole state through ove newspaper! Yes, the 
Des Moines Sunday Register takes 67 % of lowa’s 
buyers and serves them up in one convenient 
package. It’s just like selling a single city—in 
fact, that’s the way to look at it, for the market 
covered by the Des Moines Sunday Register does 
rank with America’s top 20 cities. And it’s all 
yours for a milline rate of $1.66! 


ABC Circulation March 31, 1947: 
Daily 365,559—Sunday 480,803 
‘ 


THE DES MOINES 
REGISTER anv TRIBUNE 


=~ The Ry. . 
: " Miny “nny 


PACKAGES A STATEWIDE URBAN MARKET 
RANKING AMONG AMERICA'S TOP 20 CITIES 


Basic Member American Newspaper Advertising “Network 
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you want these advertisements to sell 
your dresses, your bags, your per- 


fume. It is by emphasis on identif- 
cation that a small advertiser can 
make himself favorably known. 

Somewhere in your business oper- 
ation your best salesman is sleeping. 
This salesman can be the facto 
which will permit your small adver- 
tising budget to battle the big fellows 
and come out ahead. It will be the 
means by which your advertisements 
can gain identification with you and 
you only. The means of identifica- 
tion may be a slogan . . . an unusual 
tag or trade-mark . . . or a distinctive 
name ... or a striking package that 
is both functional and recognizable. 
Successful advertisers are more often 
those who are remembered by a 
unique identification rather than by 
the merits of their product, however 
superior, although frequently this 
identification is developed from some 
exclusive sales advantage which the 
product enjoys. 

One of our clients is an apt exam- 
ple. ‘This relatively unknown firm, 
with no advertising background, ap- 
proached us with this problem of 
advertising its washable fabric. The 
firm had a limited budget to pit 
against a highly competitive market. 
We devised a unique tag which was 


Typical 
LWV.E. Users 


© Westinghouse 

© General Motors 

© Goodrich 

¢ Goodyear 

¢ Firestone 

¢ General Electric 
National Cash Register 
« Minneapolis-Honeywell 
¢ Caterpillar Tractor 


© Swift & Co. 
© Armour 
\ i? 
a 


To assure sharp, brilliant projection, 
manufacturers of leading sound slidefilm 
units use S.V.E. projectors exclusively. 
S.V.E. projectors are preferred for their 
sturdiness, dependability, and ease of 
operation. 


the inspiration for a completely new 
advertising campaign: a tag with a 
miniature clothespin afhxed, which 
was more eloquent of washability 
than anything that words could say. 


Gets Publicity 

‘The idea earned reams of pub- 
licity, uncounted thousands of dollars 
of retail-sponsored advertising. ‘To- 
day Crown Fabrics Co. considers this 
tag one of its most valuable prop- 
erties and it has been a strong factor 
in gaining country-wide retail and 
consumer acceptance for their “Soap 
’n Water” fabrics. In a compara- 


tively short time, the “clothespin 
tag” has become a dominant trade- 


mark in a field where literally mil- 
lions of dollars have been spent to 
capture that elusive consumer rec- 
ognition. 

In another case a small advertiser 
was provided with a_ trade-mark 
which served to identify the firm 
with its particular merchandise. By 
the simple stratagem of substituting 
a little pair of boots for the two 
“Ls” in their mame, we made 
MILLER’S synonymous with boots and 
riding equipment, and thus made it 
stand out from hundreds of other 
“Nlillers” in every line of business. 
Now just seeing the name alone is 


a positive advertisement for thei; 
business. Yet this obvious possibilir, 
had been overlooked for years. 

Recently we were invited to de. 
velop an advertising program for , 
plastic film which was to be marketed 


in competition with several well 
known established brands. From ; 
standing start, a campaign wa 


evolved which included designing an 
applicable and easily identifiable trade. 
mark. The stylized sea horse and 
the name ‘“Plastron’’ were hooked up 
to an easily recognized art treatment 
and then used, not only in the adver. 
tising, but also to identify the pack- 
ages for an entire line of closet acces- 
sories and other items. 

The trade-mark is even being 
adapted for use on the fabric itself 
where it will be stamped on ever 
yard along the selvage. Adroit han- 
dling of the name and trade-mark 
in advertising and publicity has suc- 
ceeded in establishing the firm as z 
prime factor in the market. So much 
so that in less than a year the name 
“Plastron” has achieved a degree ot 
recognition and acceptance that has 
made its use synonymous with plastic 
film. 

Find the “hook” that will identify 
your firm and you can start to doa 
hig job on a small budget. 


SVE. PROJECTORS... 


AN INTEGRAL PART OF ALL 
LEADING SOUND SLIDEFILM UNITS 


S.V.E. is the only company that manu- 
factures a complete line of 100 to 300 
watt projectors to meet any single- or 
double-frame filmstrip and 2” x 2” slide 
requirements. Consult your dealer or 
write direct for full information. 


Address Dept. S.M. 39 


a> 


SOCIETY FOR VISUAL EDUCATION, INC. 
A Business Corporation 


100 East Ohio Street 


Chicago 11, II. 
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| men know the value of having the “right person see the 
right person.” That’s the type of influence that gets results—strengthens 


customer relations. KOMO provides this Intensive Influence. 


For 21 years this NBC outlet for the Puget Sound country has been 
a friendly, respected, dominant force in its big, rich market. Since its in- 


ception KOMO has enjoyed the largest audience of any station in this area. 
A majority of advertisers, local and national, assure attention for their 
messages by using this proved leadership and popularity. Let KOMO exert 


Intensive Influence for you. It sells the market surely, quickly, economically. 


This new FM and television antenna, planned 
for KOMO, will be the highest structure in the 
Seattle area, towering 627 feet above sea level. 


FOR 


1 SEATTLE 


arse THE PUGET SOUND COUNTRY 


Notionol Representotives: EDWARD PETRY & CO. Inc. - New York * Chicago * Son Francisco * Los Angeles * Detroit * St. Louis * Atlante * Boston 
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SALISBURY 


NORTH CAROLINA 
PER CAPITA 


No f, MARKET 


in the South's 


No 1. STATE 


e 
~+ 


BRAND 
PREFERENCE SURVEY 


SALISBURY, N.C 
WARD*GRIFFITH CO., Representatives 


WHY OVERLOOK 
10 BILLION $$$ 
WORTH « SALES! 


Wake up! 15 million American Negroes 
buy food, drinks, drugs, ccsmetics, 
other products. They have 10 billion 
dollars to spend! Tell them what you 
have to sell. The best way is through 
Race publications, the Negroes’ own 
newspapers and magazines. Through 
them you make friends with the most 
loyal customers in the world. Tremen- 
dous profits are made through adver- 
tising to this great and growing mar- 
ket. For full details write Interstate 
United Newspapers, iInc., 545 Fifth 
Ave., M. Y., serving America’s leading 
advertisers for over a decade. 
NOTE: We now have facts compiled by the 

® Research Co. of America on brand 
preferences of Negroes from coast to coast, 
the only study of its kind ever made. Write now 
for this free information. 


nCCURATE, THOROUGH 


CUPPING SERVICE 


Your ads, your competitors’ 
and dealers’ ads, news, pic- 
tures, editorials... from 5,000 
magazines and newspapers. 
Publication name, date, and 
circulation attached to each 
clip. 


fof 
AY{ ESTABLISHED 1888 
(4 a sS 
/ 7) 
C/ Barclay 7-5371 


PRESS CLIPPING BUREAU 
165 Church Street, NewYork 7,N.Y, 
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Botany’s Library Helps 
Employes Get Ahead 


It's staffed with a trained librarian and stocked wit 


books for job improvement as well as for entertainment, 


As part of its educational program 
to afford employes the best chances 
tor widening their opportunities of 
advancement, Botany Mills, Inc., has 
opened a reterence and recreational 
library. 

Intended primarily as_ reference 
rooms of technical information per- 
taining to the wool textile industry, 
the library also contains books and 
periodicals ranging trom current fic- 
tion and “whodunit” mysteries to 
books on gardening, home furnish- 
ings, sports and hobbies. ‘he reading 
room is well equipped and will ac- 
comodate 50 or more persons. 

The library is open from 8:30 in 
the morning until 5:30 in the after- 
noon, is presided over by a trained 
librarian, and is available to all em- 
ployes before or after their working 
hours. Books are lent on the library 
principle, and the librarian is avail- 
able to workers who want books on 
special subjects pertaining to their 
work in the mill, or to their avoca- 
tions and hobbies. 

The library, which was developed 
at the suggestion of Charles F. H. 
Johnson, Jr., vice-president and gen- 
eral manager of the company, re- 
sulted indirectly from the interest in 
learning more about the _ business 
shown by management personnel and 


union representatives at the Labor. 
Management School in Human Re. 
lations, conducted jointly by Botam 
management and _ representatives of 
the ‘Textile Workers 
America. 

“Techniques in the wool textile 
industry, from production methods 
to merchandising, are changing rapid- 
ly under the post-war impetus of 2 
more selective public,” Mr. Johnson 
points out. “We have found, both 
in our schools for veterans, able and 
disabled, and in our training school 
for executives, that these young men 
are imbued with ambitions to increase 
their knowledge. We decided there. 
fore to put at their disposal the latest 
technological works on the wool 
textile industry both in book and 
periodical form. 

“Since we have many women em 
ployes, we have also provided a col- 
lection of books on homecrafts, on 
gardening and other hobbies and avo 
cations in which they are interested. 
We have not neglected books on in 
fant and child care.” 

“We are not doing all this in any 
patronizing spirit,” Mr. Johnson 


Union 9 


adds. “Our whole conception of the 
relations between management and 
employes is that of a team... 


A NEW KIND OF CHECK OUT: Men and women withdraw hundreds of books— 


ranging from technical works to “whodunits"—from Botany's well-equipped library. 
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Marketing Researchers seeking accurate, up-to-the- 
minute facts on which to base decisions, need not be 
restricted by manual compilation methods. IBM 
Service Bureaus, conveniently located in principal 
cities, can provide accurate, comprehensive reports of 
field surveys—quickly. 


IBM Service Bureaus have recently produced re- 
ports on surveys covering such subjects as Advertising 
Effectiveness, Buying Power, Consumer Preference, 
Distribution, Circulation, Housing, Traffic, Radio, 
Public Opinion, Wages and Personnel. 


We invite you to call the IBM office nearest you 
for full information about this dependable service 


for virtually every compilation of Marketing Research. 


ELECTRIC PUNCHED CARD ACCOUNTING MACHINES 
AND SERVICE BUREAU FACILITIES 


ELECTRIC TYPEWRITERS...PROOF MACHINES... 
TIME RECORDERS AND ELECTRIC TIME SYSTEMS 


International Business Machines Corporation, World Headquarters Building, 590 Madison Avenue, New York 22, N. Y. 
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select a medium 
that makes 
things move 


To sell to the Refrigeration 
and Air Conditioning industry 
your best bet in the catalog 
field is the “Refrigeration 
Classified" section of the RE- 
FRIGERATING DATA BOOK. 


Your potential customers will use this 
book daily throughout the next four 
years: it's the recognized working 
handbook of the industry—purchased 
by over *15,000 users. 

(*Guaranteed net paid circulation in 
excess of 15,000) 


Compiled by AMERICAN SO- 
CIETY OF REFRIGERATING 
ENGINEERS, publishers of 
REFRIGERATING ENGINEER- 
ING, monthly journal of the 
industry. 


REFRIGERATING ENGINEERING 


For Maximum selling results tell the 
thousands in America's second largest 
industry, about your product by se- 
lecting as your regular advertising 
medium REFRIGERATING - ENGI- 
NEERING. 


THE AMERICAN SOCIETY OF 
REFRIGERATING ENGINEERS 
40 W. 40 Street 


New York 18, N, Y. 


The Perfect Christmas Gift for 
That Special Client—Friend—or 


Valued Employee 


Shop Talk 


Up from Nothing: ‘here's a rags-to-riches story behind the 
scenes of the Lakeside Laboratories, Inc., the company whose terri- 
tory realignment plan is discussed on page 74 of this issue. ‘The 
company was founded by one Evan P. Helfaer, a research chemist 
turned contractor, who went broke in the crash of the early 30's, 
Helfaer, still under 50, was no man to be discouraged by a wash-out. 
He returned to chemistry, took over a cigar-box-size laboratory, 
third floor up and in an attic. The laboratory’s visible assets inven- 
toried $520. “Today that shoe string set-up has been expanded into 
a mature business known as Lakeside Laboratories. Last year’s total 
sales hit $3,500,000; target for *48 is $4,000,000. Customers: the 
medical profession. Distribution: through wholesale drug houses, 
surgical supply houses, direct salesmen. Advertising: about $200,000 
a year in medical journals and direct mail. Salesmen call on distrib- 
utors and drug stores mornings; on doctors each afternoon. Principal 
products are the newer drug discoveries which alleviate the conditions 
of middle and old age. It is easier to grow in a growing industry, 
says Helmsman Helfaer. 


Capital Gain: ‘Those who write SM’s feature articles never con- 
sciously produce promotional pieces for the companies whose activities 
are being reported, but sometimes they do so unwittingly. 


In the June | issue we carried a story about Stewart-Warner's capsule 
training course for jobbers’ salesmen. Keystone of the plan was a slide 
film presentation. S-W, with an eye open to opportunity, used reprints 
for a mailing sent out to 3,000 accounts. The first mailing brought 60 
requests for film showings. The second, a simple followup, 110. “Small 
cost, little effort," was the verdict of George Zahn, manager of the 
company's Instrument Division. "As a result, additional showings have 
been made from one end of the country to the other.” 


Traveler's Aid: All of you who rove the States on sales errands 
must appreciate, as I often do, improvements in hotel service which 
make life on the road a little pleasanter than it usually is. In the 
lobby of the Abraham Lincoln Hotel in Springfield, Ill., I found a 
service idea which I'd like to see stolen freely by hotels in other cities. 


It’s a good-size mounted map of the city, showing location of all 
major points of tourist and business interest and lines of transporta- 
tion. Service establishments of one kind or another are listed down 
the side; push a button, and a tiny bulb on the map lights up to show 
where any one is located. If your Buick has a cough, you can find the 
nearest service station. You want to drive to St. Louis? You can 
spot the highway. 


I didn’t happen to need this map because I grew up in Springfield, 
but I’d certainly appreciate one of Los Angeles, or Cleveland, or 


Lord Abbott Matched 7-Day Pipe Set 


Seven masterpieces of the pipemaker's 
Art, each a different style and shape, 
are neatly fitted in a handsome leather- 
ette-covered Presentation Case. Every 
pipe is carved from the heart of finest 
AGED IMPORTED BRIAR and hand fin- 
ished. Case is lined with velveteen, and 
days of the week are stamped in I8K 
gold. 
#201—Set of 7 Custom-Carved 

pipes with Sterling-Sil- 

ar Ce vecackcevds $35.00 
#202—Set of 7 All-Smooth 

natural/walnut pipes .. $25.00 

ORDER A SET FOR YOUR OWN 
SMOKING PLEASURE. 
Mail-Orders filled tmmediately 


ABBOTT PIPES 


Dept. SM 205 E. 85th St. New York 28, N. Y. 


New Orleans. Where cities sprawl, a map helps to conserve time in 
the day’s routing. You wouldn’t get crossed up as I did in Cleveland, 
by scheduling two appointments within two hours and finding one 
factory located far out on the East shore, and the other far out on the 
West. I couldn’t have made it with a helicopter. 


Are you listening, //otel Management? 


Speaking of Hotel Service ... one other item. John L. 
Hennessy, chairman of the Statler chain, told a conference of his 
chefs held in Washington recently that ‘“‘more and more American 
business men and business women are showing interest in the lighter 
items on the luncheon menu.” I’m hoping the significance of the 
trend won't be lost on the menu-planners for meetings. 


72 SALES MANAGEMENI 


NT 


I’ve poked around a kitchen often enough to know that serving 
300 people in one hour at a convention must be a tough job requiring 
nice organization and careful scheduling. Without tight manage- 
ment, mass-produced food usually tastes like mass-produced food. 
Dishes that are supposed to be hot come to the table cold, and the 
cold dishes turn up lukewarm. As Archie says, ‘Leave us face it.’’ 
Convention food is usually terrible. 


My principal gripe about it (and I know I’m not a single voice 
crying on the veldt) is that it’s altogether too heavy. People gathered 
on business matters have an afternoon’s work ahead of them, and if 
the human system is struggling to digest 3,000 calories of cold veal 
cutlet, au gratin potatoes and pie a la mode, the brain is in no condi- 
tion to do any constructive thinking. 


Please, Mr. Hennessy and colleagues, may we have some relief ? 
Either plan a meal that has not mistakenly been designed for a ring 
of threshers or give the diners a choice between a light meal and 
a heavy one. Some people will always confuse volume with value, 
but simpler meals of more attractive flavor and appearance would, 
for my money, be far more welcome than the heavy-handed conven- 
tion “special” that involves such a shocking amount of waste in these 
days when millions could live on America’s table scraps. 


Some day I’m going to take a chef aside and ask him to tell me, 
confidentially, about that gummy witches’ dip many hotels use to 
coat fish and cutlets. I think I know: It’s a mastic otherwise used 
to mend leaking roofs. 


Something Old with Something New: One of our courier 
pigeons on duty in the South Pacific has arrived with a dispatch dealing 
with a new sales appeal dreamed up by Selby Shoes, Ltd., of Australia. 
The firm's Sydney factory has a new department “where experts make new 
shoes look like old shoes." Says the s. m.: "Men dislike wearing clothing 
which is obviously new. Most men feel that clothing of any sort doesn't 
attain its full virtue until it has that slightly worn look about it. Men go 
to all sorts of pains to break in new pipes . . . soldiers hate the appear- 
ance of new boots. We're just applying a little psychology to our shoe 
production, that's all. At the same time, of course, we're providing a 
welcome relief for those men who buy a pair of shoes and just wear them 
around the house until they're broken in.” 


The new department, by the way, is called "The Antiquating Process 
Room.” Gee! 


. Cipher Trouble: A market analyst whose years of experience 
in Washington qualify him to sling zeros around with a great deal 
of assurance, writes to scold us for saying a trillion is a thousand 
million—in Peter B. B. Andrews’ article “A Trillion to Go” in the 
October 15 issue. When the editor who wrote ‘“‘a thousand million” 
slunk into the dog house, he found it already tenanted: by the 
researcher who passed the article, and Mr. Andrews himself, who 
should, of course, have said ‘‘a million million,” instead of “a hun- 


dred thousand million.” Or are you confused enough, just as things 
stand ? 


Readers’ Service . . . sends along an inter-office message to 
say that all orders for reprints of ‘“Salesmanship as a Profession” 
(the sensational article by Mr. R. S. Wilson of Goodyear, which 
appeared in the June 15 issue) have been filled and the eighth print- 
ing has now been delivered. This piece will be 1947’s record-breaker 
tor popularity, for number of orders for reprints, for numbers of 
reprints. “here have been times when these reprints have been 
stacked six feet high in the shipping room awaiting packing and ship- 
ment to SM subscribers. If you haven’t already shared the benefits 
ot Mr. Wilson’s discussion with your salesmen, we urge you to do 
so. 5M’s editors, to the last man, believe it to be one of the really 
significant contributions to the science—and the art—of selling. 


A. R. HAHN 
Managing Editor. 
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PUT PUNCH 


IN YOUR 
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MAIL. 
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MAGNAGRAMS. 


PERSONALIZE 
YOUR STORY 
IN THIS TYPE. 
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Interesting Facts About 
The International Indus- 
trial Exposition. 


The International Industrial 
Exposition has been organized 
lop an Annual Exhibition 
e for the display of the 
products and processe of all 


¥ purchase or reclamation of land; 
it has been fortunate in secur- 
ing, for its purposes, the world 
famous Million Dollar Pier 

The novelty of holding the In- 
ternational Industrial Exposi 
tion On a great ocean pier, @x 
tending more than a third of a 

pr the 


t Atlantic 


Ocean. 1 omething no other 

Exposition has ever offered 
More than 500,000 sq. feet of 
hibit space will be available, 
the s on the 
ors at the 


Exposition will 

of extending 
ficial ++ yons 
wny 
u- 
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How Lakeside Unscrambled 
A Muddled Territory Set-Up 


Based on an interview by Lester B. Colby with 


WILLIAM T. DOYLE - 


Now each salesman has about one-half of one per cent of 


the company's sales potential. Improved territory layout 


has cut travel time, is enabling the men to spend more pro- 


ductive hours in missionary work with doctors and hospitals. 


Fifteen years ago, when Lakeside 
Laboratories, Inc., was taken over 
by the present management, they had 
one part-time employe. Visible assets, 
mostly equipment, inventoried $520. 
‘The company now has more than 
500 employes and last year’s sales 
total was almost 3% million dollars. 
Swift expansion of this kind always 
creates serious sales problems. Lake- 
side’s problems were intensified dur- 
ing the war years because of lack of 
available trained salesmen and the 
need for expanding rapidly. 

During the years of fastest growth 
many salesmen had been added, some 
working on commission. They were 
spotted here and there with little 
planning or reason. Usually the man 
would ask for, and probably be given, 
a territory centered around wherever 
he happened to live. Likely he would 
want as much area as he could get 
with little regard to sales potentials. 
It was rather loose and haphazard. 

With the return of peacetime the 
management decided to make a care- 
ful detailed study of its salaried sales 
territories,* and readjust them so that 
some of the salesmen would not be 
knee deep in clover while other sales- 
men starved. Research has been go- 
ing on for more than a year and the 
readjustment process is. still 
way. 


under 


The first step was to weed out the 
unprofitable men. After that a_re- 
building program was started. The 
plan is to have a hard-hitting staff 
of 200 well trained, qualified men. 
Realignment of sales territories is 
being made as fast as possible to give 
each salesman one-half of 1% of 
Lakeside’s sales potential as it is 
spread through the Nation. 


*Since the commission salesmen were 
both well established and profitable, as 
well as numerically small, the decision 
was made to leave their territories in- 
tact until such time as they died or 
retired. 
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To accomplish this, each county 
in the Nation had to be checked. 
After that the territories had to be 
worked out, enough contiguous coun- 
ties going into each territory to bring 
an equitable balance. In_ sparsely 
settled areas this required many 
counties. New York City, however 
was shown to need 16. salesmen, 
Chicago, eight. 

Tools were required to do the 
statistical job. ‘They were chosen as 
follows: 

1. The Sates MANAGEMENT Sur- 
vey of Buying Power. This is the 
only available source showing county- 
by-county sales potentials which takes 
into account population shifts year 
by year and income changes. The 
potential is broken down to three 
decimal points. The SM _ “quality 
index” was also used. 

2. Hearst’s Magazine Marketing 
Division system. This was used in 
the rural area as a base for grouping 
of counties into sales territories. 

3. The OPA registration of fam- 
ilies and populations. This was used 
to further check on population drifts 
and movements, presumably correct 
and up-to-date. 

+. The United States Census of 
1940, not up-to-date, but of value 
in helping to determine the number 
of drug stores in each county. 

5. The SALES MANAGEMENT esti- 
mate of drug store sales. These fig- 
ures, brought up-to-date as against 
the Census figures of 1940, indicated 
an enormous rise in sales through 
drug outlets. 

6. National Wholesale Drug <As- 
sociation map of wholesale drug dis- 
tribution in the United States. 

7. A breakdown of doctors, medi- 
cal men and osteopaths, by counties, 
giving the total number of each per 
county. 

8. Hospitals, the number in each 
county and the number of hospital 
beds by counties. 


Director of Sales, Lakeside Laboratories, Inc. 


Population changes, due to war. 
time shifts, in many cases went up 
or down surprisingly. As one exam. 
ple, in 25 counties in Iowa embraec. 
ing the marketing areas of De 
Moines, Creston, Marshalltown, 
Mason City, and Atlantic, according 
to the United States Census of 1940, 
there were 188,100 families. Accord- 
ing to the OPA figures of 1944 there 
are only 181,900 families in the same 
counties, a drop of 6,200. Popula- 
tion drop, same years and same au- 
thorities, was from 664,300 to 597- 
000 or a loss of 67,300. Yet drug 
store sales, checking the SM figures 
of 1944 against the Census figure 
of 1940, almost doubled. 

Need of constant year-by-year 
checking of populations and sales was 
thus indicated if a company selling 
in a nation-wide market is to remain 
constantly informed as to its sales 
possibilities. 

To the above eight sales tools the 
Lakeside Laboratories added one 
other factor which, in re-aligning its 
territories, proved of utmost value. 
This was the ordinary highway road 
map. <All too few sales managers 
according to William T. Doyle, d- 
rector of sales, give enough consid: 
eration to the highways in laying out 
sales territories. “These affect not 
only the route of salesmen, to save 
mileage, but now that trucking o 
commodities has grown big and peo 
ple drive cars to markets to buy, the 
natural flow of goods as well. 

“To illustrate what I mean,” says 
Mr. Doyle, “when we began to st- 
perimpose our sales territories on the 
road maps we found that one of ou! 
salesmen, was supposed to be working 
three counties which were cut o 
from the rest of his territory by an 
inaccessible range of mountains. The 
obvious answer was to shift thes 
counties to another salesman whe 
found them in his natural territory. 

“In another case we found that é 
wide river was a barrier, with bridge 
miles apart. The river cut off 4 
couple of counties along the edge 
the salesman’s territory. Looking “ 
an area map, a sales manager woul’ 
think the man could cover this art 
with ease. Looking at a_highwa 


° ‘relly 
map, we may discover an entire! 


SALES MANAGEMENT! 


IMPORTANT 
IN ST. LOUIS 


THE HEALING TOUCH 
OF FAMOUS HOSPITALS 


When the average American gets sick 4.5 
general hospital beds per 1,000 population 
await his needs according to the U. S. Public 
Health Service. In St. Louis, however, there are 
9.7 hospital beds per 1000 people. Seventy 
St. Louis hospitals, many famous for X-ray, 
cancer, and tuberculosis treatment, have over 
14,000 beds and plants worth more than 
$60,000,000. St. Louis is one of America’s lead- 
ing medical research centers. 


THE ST. LOUIS 
STAR-TIMES 


Vigorously healthy sales in BIG St. Louis need 
the push of Star-Times advertising. More than 
a half million Star-Times readers are 84.5% 
concentrated in the profitable St. Louis retail 
trading zone. Over 175,000 Star-Times circu- 
lation was linked last year with more-than ten 
million lines of advertising placed by alert 
sellers who know the market well. 


ity 


For A Complete Selling Job 
In Big St. Lovis You Need 


THE ST. LOUIS STAR-TIMES 


Represented nationally by the Geo. A. McDevitt Co. 
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Preliminary Analysis of a Typical Market Area 
MARKET AREA No. 75—DES MOINES, IOWA 
| 
GD 1944 1940 6xD NO. DRS. HOSPITALS 
er. 0. P. A. REG. U. S. CENSUS ESTIMATE 1946 1943 
COUNTY AND MARKET AREA nen ” 
STATE 
v7 Quality No. 1945 No 
U.S. Index Population Families Population Families Drug D.S M.D. D.O No Beds 
Potential Stores Volume Sales 
Tama, lowa Marshalitown, lowa . 012 80 19,100 5,700 22,400 6,200 15 $172,000 $263,000 12 1 , 
Marshall, lowa Marshalltown, lowa. . .025 100 31,800 9,400 35,400 9,700 14 242,000 375,000 27 3 2 215 
Herdin, lowa Mason City, lowa 015 94 20,800 6,200 22,500 6,300 14 239,000 365,000 15 5 2 58 
Poweshiak, lowa Des Moines, lowa 012 92 16,700 5,200 18,800 5,400 11 189,000 294,000 8 0 2 93 
Jasper, lowa Des Moines, lowa .019 86 28,200 8,500 31,500 8,800 15 310,000 486,000 16 6 2 61 
| | 
Story, lowa | Des Moines, lowa .026 104 31,700 9,500 33,400 9,300 21 | 400,000 | 628,000 29 10 2 105 
Boone, lowa Des Moines, lowa 017 85 26,300 7,500 29,800 7,900 14 | 252,000 | 395,000 9 7 1 38 
Greene, lowa Des Moines, lowa -009 90 13,200 4,000 16,600 4,700 | 10 140,000 223,000 16 2 1 37 
Carroll, lowa Des Moines, lowa .015 94 20,400 5,500 22,800 5,700 | 13 158,000 | 253,000 22 4 2 124 
Polk, lowa Des Moines, lowa | .203 139 188,600 58,800 195,800 56,500 117 3,894,000 | 7,830,000 165 87 10 1,157 
| 
Dallas, lowa | Des Moines, lowa | 016 94 21,800 6,800 24,600 7,200 | 15 264,000 | 405,000 19 7 3 35 
Guthrie, lowa Des Moines, lowa | 008 73 14,700 4,500 17,200 4,900 10 126,000 | 202,000 7 3 
Adair, lowa Des Moines, lowa -007 78 11,500 3,500 13,200 3,800 9 | 112,000 172,000 7 2 
Madison, lowa | Des Moines, lowa.....| .007 78 | 12,200 3,800 | 14,500 4,200 | 9 | 127,000 | 203,000 | 5 1 1 14 
Warren, lowa .. Des Moines, lowa . |} -008 67 15,300 4,700 17,700 5,100 | 7 104,000 | 152,000 — 7 3 
| j 
| | | 
Marion, lowa Des Moines, lowa | 015 83 23,100 6,700 27,000 7,300 | 9 | 181,000 253,000 , 10 | 4 3 50 
Lucas, lowa | Des Moines, lowa ; | -008 89. 11,300 3,500 14,600 4,200 | 8 115,000 192,000 | 8 | 1 1 25 
Clarke, lowa Des Moines, lowa | ,005 71 8,600 2,700 10,200 3,000 4 58,000 91,000 3 | 2 3 60 
Decatur, lowa Des Moines, lowa .007 78 11,700 3,600 14,000 4,000 8 97,000 162,000 | 4 | 1 1 21 
Adams, lowa Creston, lowa .-| 006 71 8,400 2,600 10,200 2,900 4 72,000 111,000 | 3 | 1 
Union, lowa Creston, lowa .010 91 13,600 4,300 16,300 4,800 | 10 211,000 324,000 6 3 1 50 
Ringgold, lowa | Creston, lowa ---.| 006 71 9,000 2,800 11,106 3,300 a) 73,000 111,000 2 3 
Taylor, lowa Creston, lowa | 006 67 11,900 3,700 14,300 4,200 | 10 122,000 192,000 | 2 4 | 
Audubon, lowa Atlantic, lowa .007 88 10,100 3,000 11,800 3,200 7 | 74,000 111,000 4 0 
Cass, lowa Atlantic, lowa 013 100 17,000 | 5,400 18,600 5,500 10 | 186,000 294,000 10 4 1 45 
rote a | - Ss aes 
-480 2,163 597,0C0 181,900 664,300 188,100 | 368 7,918,000 14,087,0C0 416 164 «| (38 2,188 
| 
“LOOK AT THE RECORD": This is the kind of tabulation made on each market area to help Lakeside 
realign its territory setup. Some figures are based on Sales Management's Survey of Buying Power. 
different situation. The man may from $920 to $1,265 a month. Later Thus the doctor feels that the 
have to drive 60 or 75 miles to call it was cut to 29 counties and sales Lakeside salesman has served him 


on a customer only 10 miles away. 
“In various parts of the country 
swamps, deserts, lake regions, forests 
and other conditions due to nature 
may create similar barriers. I know 
of no better way to discover them 
than to consult road maps. Turn to 
your road map of Idaho and you 
can quickly spot what I mean. Out 
there you will find a vast area en- 
tirely cut off because it has no roads.” 
Convincing a salesman that both 
he and the company may profit if his 
territory is reduced in size is always 
a ticklish job. Usually he will resist, 
putting forth all sorts of arguments. 
To prove its point, Lakeside offers 
a concrete example to its salesmen. 
Several years ago one salesman in 
a Middle West state was covering 
47 counties. When his territory was 
cut to 31 counties his sales went up 
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went up again, to $1,470 a month. 

Lakeside’s sales policy is to offer 
the physician the best service possi- 
ble. ‘This builds confidence and _ in- 
directly sells more Lakeside products. 

One of the best salesmen on the 
Lakeside force is located in a medi- 
cally active western city. ‘The region 
is more or less isolated. He “serv- 
ices’ many doctors and carries this 
service a long way. He first sells 
Lakeside Laboratories _ products. 
When through he will say: “Is there 
anything else I can do to help, doc- 

To help the physician, he will even 
take orders for the products of high- 
ly competitive houses. Good ethics! 
Later, when he drops his Lakeside 
order at the drug store, wholesale 
house or surgical supply house in 
making his rounds, he will turn in 
the other company’s orders. 


beyond his line of duty, and the drug- 
gist, the wholesale house and _ the 
surgical supply house all think the 
same way. They feel more friendly 
toward him because he is saving their 
time and making profits for them. 
His theory is that they will recipro- 
cate whenever the opportunity arises; 
and they will specify Lakeside prod- 
ucts where they can, or in apprecia- 
ation, favor his goods wherever 
possible. 

His volume of business seems t0 
indicate that it works out that way: 
At any rate, he stands high with his 
customers and they welcome him be- 
cause of the extra assistance he gives 
them. 

Lakeside’s remarkable growth has 
been built largely around two majo 
products, both comparatively new: 


They are the natural hormones, estro 
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with full-color motion pictures 
and Sono-Vision 


Sono-Vision — the all-in-one cabinet motion 


picture projector — handles color fiim as 
efficiently as black and white. The ingenious 
new Mills Humidifier, standard equipment on 
 somo-Visiom | every unit, permits delicate color film to roll on 


Sot . ea 
and on, regardless of humidity changes. 


Thus either color or black and white films can 
be used in your sales, advertising, or training 
programs — used at point-of-sale, in lobbies or 
display rooms, or right in plant or office! 

For Sono-Vision requires no darkened room, 
no constant operator attention, no wasteful 
“setting-up” time. Its simplicity and 
versatility will give a broader horizon to 


your film program. 


Sono-Vioien 


MILLS INDUSTRIES, Incorporated * Office and Display Room: 2212 Merchandise Mart * Dept.205 * Chicago 54, Illinois 
NOVEMBER 10, 1947 


77 


D. Insists U.S. Ration = PB i 
Food, Control Price of It egw 


aw 


ae 


i Goad acd Move W ial ll i Wk SOO 


i pal es fe 4 - . ’ 
rain Market Inquiry “Po $s — oa 
ithout F oundation pe sonoit 


Let’s be practical —Bread is still the Staff of Life. Through wars, depression, inflation, all 
the self-inflicted ills the human race is heir to, Bread remains the most economical, nutri- 
tious, basic food of the universe. In this crisis, as in those past, the baker will bake his 
loaf. The Baking Industry needs the continued cooperation of makers of equipment and all 
types of ingredients to produce the best possible bakery products at the lowest possible cost. 


A Stable Market, Today — In this era of confusion, the Bak- 
ing Industry is, as always, stable and dependable. Every baker 
continues to produce the highest quality and most nutritious 
products with the ingredients at hand. Every baker continues, 
likewise, to produce bakery products at the lowest possible 
cost consistent with quality. 


The Search for Improvement Goes On—A study of the edi- 
torial contents of Bakers Weekly is a competent guide as to 
what interests bakers today. They want the practical help of 
the Bakers Weekly large, full-time Editorial Staff and the serv- 
ices of the Laboratory and Experimental Bakery. Here is 
guidance on both method and material. Note the other editorial 
features — covering a broad scope — from production to sales 
and distribution. Advertisers in Bakers Weekly also cover the 
bakers’ demonstrated interest in equipment, ingredients, meth- 
ods, and distribution facilities for their products. 
Less than 10,000 Bakers Do More Than 90% of the Volume 
Bakers Weekly provides a careful selection of able-to-buy 
bakers. As careful a selection in its circulation policy as an 


Send for this new study of the Baking Industry... 


A new Bakers Weekly study supplies manufacturers 
with a complete analysis of the Baking Industry; how 
it is organized, how it buys, how it merchandises its 
products, and how to sell to bakers. 

This new free book can be helpful to manufacturers 
and their agencies interested in selling to large com- 
bination bakeries, wholesale bakers, and retail bakers. 


advertiser exercises in the choice of his own prospect list for 
personal or direct mail call. 

As in many industries, a relatively small segment does the 

bulk of the business—an automatic selection of prime pros- 
pects. For example. here is how buying power is concentrated: 
The 1939 Census listed 18,399 bakeries doing over 35,000 per 
year. A 1945 Department of Labor study showed $,590 with $ 
or more employees. The Department of Commerce estimated 
in September, 1947, that 9,000 bakers do 806; of the business. 
Geographically, also, bakers are concentrated. It is estimated 
that 70° of the baking business is done in just 14 states. 
Selection of Your Best Prospects— Bakers Weekly, following 
its highly selective policy, delivers well over 13,000 net paid 
(ABC) for intensive coverage of and penetration in the 10,000 
bakeries which do over 909 of the total volume. 
This Industry Is Worth Your Best Sales Effort, Now— The 
Baking Industry continues to be a receptive market for those 
who can aid in producing the best possible bakery produets at 
the lowest possible cost. 
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BEFORE REALIGNMENT 


How Lakeside Laboratories 
have worked. out its realign- 
ment of salesmen’s territories 
can be illustrated with a ‘“‘be- 
fore and after’ comparison of 
maps of Alabama. Before the 
studies were made Alabama was 
covered by three salesmen. 

No. I. A little more than 
a half of the north part of the 
state, less the City of Birming- 
ham, which was forbidden ter- 
ritory for the salesmen. He had 
to drive around the city. This 
was time consuming, and annoy- 
ing. 

No. 2. The small Birming- 
ham territory did not give the 
salesman his share of. potential 
business. He was constantly re- 
working a constricted area. 

No. 3. The Montgomery 
man lived on the extreme north 
edge of his territory. A consid- 
erable portion of his natural 
territory was in another man’s 
area. Wholesale drug and sur- 
gical houses in Montgomery 
served doctors and drug stores 
in the territory. The No. 1 
salesman called on them, but 
their business went to No. 3 
territory. 
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How Lakeside Realigned the Alabama Territory 


After the realignment, six 
salesmen covered Alabama. 

No. |. Central Tennessee 
territory, worked from Nash- 
ville. 

No. 2. Eastern ‘lennessee 
territory worked out of Chatta- 
nooga. Included a small slice of 
northwestern Georgia. 

No. 3. The Birmingham 
territory was expanded. Sales- 
man got fairer share of the po- 
tential and more rural coverage. 

No. 4. A small slice of west- 
ern Alabama was given to the 
salesman covering the middle 
part of Nlissisippi. 

No. 5. Montgomery _ terri- 
tory got the lower half and 
much of the eastern part of the 
state, equalizing salesmen’s po- 
tential. 

No. 6 This area included 
the extreme southern part of 
Alabama and the western part 
of Florida. 

This realignment means bet- 
ter coverage for the company, 
at less expense; reduces sales- 
men’s mileage and work time. 
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Monte omery 


AFTER REALIGNMENT 


NEW JERSEY’'S FOURTH LARGEST MARKET 


CANNOT BE SOLD 


| FROM THE 


(OUTSIDE 


i | We yt shahe Woekd,. phn bad. as | 


Bayonne, the Peninsula of Industry, can be 
sold by The BAYONNE TIMES alone, making the 
times and Bayonne an outstanding test com- 
bination for wide-awake National Adver- 
tisers. 93% coverage - 92% home-carrier 
delivery. Send for The Times 1947 Market 
Data Book. 


THE BAYONNE TIMES 


NATIONALLY REPRESENTED BY 


BOGNER & MARTIN 
295 MADISON AVE, NEW YORK © 228 N. LA SALLE ST. CHICAGO 


LANTERN SLIDES 


2" x2" = 3%" x 4" 
BLACK & WHITE, KODACHROME 
For Presentations 


Sales Meetings 
Television, etc. 
HAYNES-PROVOST STUDIOS 


18 EAST 41st ST., NEW YORK 17, N.Y. 
Telephone: LExington 2-5579 


Greatest Industrial Area on Earth! 


management market 
/7 ey covered completely 


—WZz-= by the 


Chicago Hournal of Commerce 


gens and a mercurial diuretic. Both 
are used to ease the troubles of mid- 
dle age and beyond. 

Estrogens are employed to treat 
women tor menstrual difficulties and 
during the menopause. Estrogens, 
take the place of the hormones lost 
during the change of life, and make 
those later years more bearable. 
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Estrogens are sold to doctors and 
hospitals in both vials and ampuls, 
and are prepared in two ways: (1) 
suspended in sterilized water; (2) 
in solution in sesame oil. ‘lreatment 
is by intra-muscular injection. 

The mercurial diuretic is newer 
and probably more dramatic. As a 
nation, we are growing older; there- 


They're to be found in the building 
supply industry right now. But, you've 
got to know “pay dirt’ when you see it. 
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fore, there is a progressive increase 
in old age difficulties. Older people 
are prone to develop chronic heart 
conditions with accompanying edema 
or “water logging.” This swelling is 
usually seen in the feet and legs. 
Often it is accompanied by hardening 
of the arteries. ‘he classic treatment 
has long been digitalis, a cardio- 
tonic, which helps to give the heart 
a more forceful beat. Digitalis mere- 
ly gives more power, for a time, to 
the pump. Mercurial diuretics on the 
other hand rid the patient of excess 
fluid by flushing its through the kid- 
neys at a fast rate. 


Lakeside Laboratories, because of 
the highly specialized nature ot its 
products, cannot merchandise after 
the manner of general commodities. 
It must do research to find and to 
know just where and how its prod- 
ucts will be used. Sales are affected 
by the fact that people are becoming 
more and more_hospital-conscious, 
more aware of the value of disease 
prevention, and health conservation. 

Company salesmen are thought of 
as “pollenizers of information.” They 
must be prepared to do an educa- 
tional job as well as to sell. Each 
man’s day is well ordered and organ- 


TOO MUCH SITTIN’ IS 
THE SEAT OF ALL TROUBLE 


E... with the NBC Parade of Stars, we don’t sit back 


with complacency--we're ever on the job producing the 


smash-hit local shows, too! That’s why WIOD rates tops in 


Miami, month-in-and-month-out -- year-in-and-year-out! 


National Representatives 
GEORGE P. HOLLINGBERY CO. 
Southeast 
HARRY €E, 


Representative 


CUMMINGS 
JAMES M. LeGATE, General Manager 


9,000 WATTS « 610 KC + NBC 


ized. In the morning he calls on 
drug stores, wholesalers and_hospi- 
tals to sell and to inform key persons 
on the merit and uses of the prod- 
ucts. In the afternoon he alls 
on doctors. His average call on a 
doctor will last only five minutes. He 
must be prepared to give a lot of 
quick, brief information in that time, 

In order to know better where 
to concentrate to make more sales, 
the doctors of the Nation are put 
under a_ business microscope. The 
average physician, if a general prac- 
titioner, according to statistics, will 
gross $10,747 a year. The average 
full-time specialist will gross $15,837. 
The part-time specialist will come in 
between, grossing $12,633. 

That is not enough to know about 
physicians for sales purposes. It is 
common knowledge that one specialist 
will have far more practice than an- 
other; that one general practitioner is 
an extremely busy man, while another 
is more or less inactive. 

Three Classes of Doctors 

Therefore, Lakeside breaks the 
doctors of the Nation down _ into 
three classes: A, B, and C. Effort 
is made to have company salesmen 
call on the class having the largest 
and most active practice every four 
weeks; on the middle class, every six 
weeks; on the least active every eight 
or ten weeks. That means that they 
are watching their best market closer 
than the least important one. 

Selling specialized pharmaceuticals 
to the medical profession, in the be- 
lief of the Lakeside management, is 
in the main not much unlike selling 
soap or beeswax. The job, it is be- 
lieved, boils down to three words: 
Find the buyer. The job, however, 
means more conditioning, which 
means “presentation.” The manage- 
ment has to arm its men with more 
convincing evidence and tested proots. 
But when a skilled doctor is sold on 
a product he generally stays sold. — 

You may never have heard of 
Lakeside Laboratories, though the 
company spends more than $200,000 
a year on advertising. That would 
not be surprising. The Lakeside 
story is told in highly specialized 
magazines . those read by physi- 
cians. Direct mail is also an impor 
tant part of the promotion. ‘The com- 
pany reaches more than 100,000 
M. D.’s at least once very month. — 

“Three things have favored us, 
says Mr. Helfaer, president of Lake- 
side Laboratories, Inc. ‘First, 1 
search chemistry is my natural field; 
second, it is easier to grow in a grow 
ing industry; third, we’ve had some 
breaks with good products well 
timed.” 
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Man is fond of living. But it is scldom he 
delights in dusting, although, as someone 
(not Shakespeare) pointed out, it takes a heap of 
both to make a house a home. Usually he prefers 
to lounge on the sidelines with a good book, 
admiring the capacity of woman to shift from 
sublime to menial pursuits and back again, 
without once stripping her gears. 


That is woman’s own contribution to living— 
her ability to step into any needed role— 
to extract from it whatever values are important 
for her—and hers. This applies as well to 
the magazines she chooses to read. 


More women buy and read the Journal 
than any other magazine with audited 
circulation—because the Journal’s entertaining, 
enlightening editorial fare makes it a useful 
part of their lives. 


Qodiss Lome 
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N’T DO IT YESTERDAY 


NOW YOU CAN BUY 
ADVERTISING SPACE 
ON ANY PART OF 


10,000,000,000 


MATCH BOOKS FROM 
ONE SINGLE SOURCE 


NATIONAL MATCH BOOK 
ADVERTISING, INC. 


The First and Ovly service oF i1s KIND 


@ Complete coverage of selected markets or blanket 
coverage of the nation. 


@ Certified, controlled distribution . . . insures 
guaranteed coverage of selected areas, 
at selected times, in selected quantities. 


@ Advertisers buy only the space—not the matches. 
at a small fraction of the total cost. 


@ 100% attention value! No surrounding ads or editorial 
matter to distract reader attention. 
Beautiful full-color reproduction on front 
and back covers. Total of 96 lines of 
potent advertising space. 


@ Repeated readership! 20 lights per match book . 
20 exposures per ad. 


@ Market research... copy... design... production 
services at your disposal! 


Wine-Write-P Mowe FOR COMPLETE INFORMATION 
NATIONAL MATCH BOOK ADVERTISING, INC. 


506 South Wabash Avenue + WEBster 3853 «+ Chicago 5, Illinois 


Ti 


c™ 
iy 


Readers’ Service Can 
Furnish These Reprints 


Send order with remittance to Readers 
Service Bureau, Sales Management Inc, 
386 Fourth Ave., New York 16, N. Y. These 
reprints may be ordered by number: 


ADVERTISING 


160—National Brands Now Get Full] 
Recognition in Kroger Chain. (Price 5c) 

159—Does It Pay to Repeat an Ad? 
Tests Say “Yes.” (Price 5c) 

158—Primer on Prize Contests, by 
Frank Waggoner. (Price 5c) 

138—How to Increase Sales Through 
Better Media Selection, by Arthur Hurd. 
(Price 25c) 


MANPOWER PROBLEMS 


161—Why I Lost That Order. (Price 
5c) 

155—Morale in the Sales Force: What 
Can We Do To Keep It Healthy? by 
R. L. Cain. (Price 5c) 

154—Ideas for Solving Your Biggest 
Post-War Problem: The Training of a 
Hard-Hitting Sales Force. (A_ portfolio 
of 12 articles.) (Price 50c) 

153—A Heart-to-Heart Talk with 
Salesmen About the Company’s Advertis- 
ing, by E. A. Gebhardt. (Price 5c) 

149—Salesmanship as a Profession, by 
Robert S. Wilson. (Price 25c) 

145—Five Yardsticks for Measuring a 
Salesman’s Efficiency, by Richard S. Crisp. 
(Price 10c) 

142—Paying for Sales: Some Compen- 
sation Principles and Practices. (A port- 
folio of 13 articles.) {Price 50c) 

129—How to Solve Salesmen’s Auto 
Cost Problems, by R. E. Runzheimer. 
(Price 10c) 


MARKETS 


156—Sales and Advertising Experts 
Pick the Best Test Markets of the Country 
in Three Population Groups. (Price 25c) 

152—Where to Look for Big Buyers in 
Chicago. (Includes a tabulation of Chi- 
cago buying offices.) (Price 10c) 

142A—Los Angeles Now Rates as Ma- 
jor Buying Center. (Includes tabulation 
of Los Angeles buying offices.) (Price 
10c) 

125—New York Buying Groups In- 
crease Department Store Memberships in 
1946. (Includes tabulation of New York 
buying offices.) (Price 10c) 


MANAGEMENT 


151—Where Will Profits Come From? 
by A. J. Gallager. (Three articles). 
(Price 50c) 


REFERENCE TOOLS 


144—A Current Reading List for Sales 
Executives and Salesmen. (Price 25c) 

135—A Current List of Selected Infor- 
mation Sources for Businessmen, by Peter 
B. B. Andrews. (Price 10c) 

117—A Selected Reading List for Pro 
fessional Salesmen, by Dr. James F. 
Bender. (Price 5c) 
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TELL fT TO THE MAN 


wHosk YES” cers ACTION 


Sell him through the pages that Top Management 


values more highly than any other publication 


ANY a potential sale to business 
M and industry is short-circuited 
at the top because the selling facts 
have failed to reach the top. 

That is exactly where The Journal 
of Commerce lands every business 
day—on the desks of the policy- 
making executives. It is a vital part 
of their morning mail. 

In many ways it is America’s most 
complete daily business newspaper, 
an authority on America’s commer- 
cial life. 

The J-of-C each day publishes 
many profit-news features, highly 
valued by its readers, which can be 
found in no other publication. 

It brings readers the up-to-date 
facts every 24 hours. It gives the in- 
timate news of their own industries, 
the factors from which they buy, the 
fields to which they sell and the in- 
terests with which they compete. 


* * * 


A Few of Thousands of 
J-of-C Advertisers 


Douglas Aircraft Co., Inc. 
Bayer Company 
| The Dow Chemical Company 
The Chase National Bank 
Bigelow Sanford Carpet Co. 
| American Meat Institute 
(American Rolling Mill Co. 
St. Regis Hotel, New York 
Eastern Airlines 
Frankfort Distillers Corp’n 
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That is why presidents, vice presi- 
dents and other top executives pay 


$20 a year to read The Journal of 


Commerce. Its circulation represent. 
probably the highest concentration 
of policy-making executives available 
to advertisers—because it is edited 
deliberately to their interests. 

To certain advertisers the J-of-C 


justifies important schedules. A busi- 


ness product or service. A commercial 


or industrial commodity. A consumer 
product with a top-income market. 
An institutional message for top man- 
agement. Write or telephone for The 
Story of the J-of-C Market and a rate 
card. GET TO THE MEN WHO DECIDE 

. . IN THE DAILY THAT HELPS THEM 
DECIDE. 


THE NEW YORK 


Journal of Lommerce 


53 Park Row, New York 15, N. Y. 


TOP MANAGEMENT’S 
GOOD RIGHT HAND 


Intensive Concentration of Top Management 
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Should a sales manager have anything 


fo say 


about an advertising schedule? 


Perhaps to no one in an advertiser’s organization is the media schedule more important than to the sales manager 


A good advertising campaign is 
one that is completely coordinated— 
with company policy, product dis- 
tribution, sales drives and sales pro- 
motion activities. 


Of vital importance, however, is 
that the campaign give the sales force 
the greatest possible support. For, in 
the final analysis, the advertising i is 
only the heavy artillery that helps 
soften up the territory —the ground 
must still be taken and held by the 
sales force. 


Therefore, coverage—the highest 
possible penetration of the best pos- 
sible markets—is of particular in- 
terest to a sales manager. 


In that respect, the swing to 
Metropolitan Sunday Magazine 
Group has been most significant. For 
these 26 Sunday Magazine picture 
sections—independently published 
and locally edited by 26 of the coun- 
try’s leading Sunday newspapers— 
not only reach 15,000,000 families 
coast to coast, but provide an aver- 
age of 58 per cent coverage in the 
cities of 10,000 and over where better 
than 70 per cent of all retail sales 
take place. 


To a sales manager, whose sales- 
men are constantly pressing for sup- 
port, this really means something— 
for it’s next to impossible to reach 
every other family (or better) in 


ADVERTISEMENT 


these markets in any other single 
national advertising medium. 


And—because these magazinesare 
independently published, you can 
change copy, dealer listings, ‘price, to 
adapt your ads to local ‘conditions, 
and gain support for your salesmen 
that gives them a distinct edge. 


Local editing, too, helps give 
these 26 Sunday Magazines the high- 
est average inside page readership of 
anything in print. Any page on which 
your ad appears confronts a majot 
audience—including your dealers 
themselves! 


Have you heard the whole Metro 
Sunday Magazine story lately? 
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These are the 26 
Sunday magazine 
picture sections of 
Metropolitan Group 


ATLANTA Journal 
BALTIMORE Sun 
BOSTON Globe 

BOSTON Herald 
BUFFALO Courier-Express 
CHICAGO Tribune 
CINCINNATI Enquirer 
CLEVELAND Plain Dealer 
DES MOINES Register 
DETROIT News 

DETROIT Free Press 
INDIANAPOLIS Star 

Los ANGELES Times 
MILWAUKEE Journal 
MINNEAPOLIS Tribune 
NEW YORK News 
PHILADELPHIA Inquirer 
PITTSBURGH Press 
PROVIDENCE Journal 

St. LOUIS Globe-Democrat 
ST. LOUIS Post-Dispatch 
St. PAUL Pioneer Press 
SEATTLE Times 
SPRINGFIELD Union & Republican 
SYRACUSE Post-Standard 


WASHINGTON Star 


Unlike other national media, Metro- 
politan Group is a national network of 
twenty-six (26) Jocally owned, /ocaily 


edited, Jocally powerful Sunday maga- 


COMBINATION TRAVEL PLAN 


As a business builder, Northeast Airlines, Boston, and Hertz 
Driv-Ur-Self licensees in New England, New York and Montreal 
have put into effect a plane-automobile travel combination. Under 
this system, a passenger can fly Northeast on the long leg of his 
trip and at the city where the plane lands, rent an automobile for 
the balance of his journey. 


This is how the plan works. Before boarding the plane, the 
passenger telegraphs ahead for the automobile. On arrival at the 
Hertz office, he shows his airline ticket or passenger receipt, his 
driver’s license, signs a standard rental form and drives away. 
The Hertz organization pays up to 50c for the passenger’s tele- 
gram and the same amount toward a taxi from the airport to the 
nearest Hertz ofhce. 


The rental charge for this special service is somewhat lower 
than the regular rate. Use of a Ford, Chevrolet or Plymouth 
from 8 A.M to 6 P.M. is $4.50 plus six cents per mile. 


To announce the tie-in with the Hertz auto rental system, 
Northeast took special three-column, 450-line advertisements in 
New York, Boston, Montreal and New England daily news- 
papers, running for two weeks. Northeast’s regular copy will 


Zines... printed in Gravure for 15,000- continue the promotion. 
000 families. 

1 Their /ocal ownership, Joca/ point-of- 

0 view, /ocal editing, Jocal power, add up 

y to the greatest local patronage and pop- VISUALLY TRAINED 

1 ularity accorded anything in print. 
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Metropolitan 


‘| Sunday Magazine 
Group 


0 220 East 42nd Street 
New York 17, N. Y. 


@ GREATER ACCEPTANCE 
@ GREATER UNDERSTANDING 


@ GREATER MEMORY IMPRESSION WHEN USING THE HILE-DAMROTH 
METHOD 


WRITE FOR FREE BOOKLET = HILE-DAMROTH, INC. 320 BROADWAY, NEW YORK 7, N. Y 
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4-POINT PROGRAM 
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Ford Blankets Nation With 
Three-Way Direct Mail Blizzard 


BY D. G. BAIRD 


With more than two million promotion pieces going out 
each month, Ford seeks three objectives: To build more 
service business from owners, to train dealers in giving 
more efficient service, and to push the sale of Ford parts. 


A direct mail advertising program 
which is “second to none in quantity, 
quality, and continuity” is being pro- 
moted by the Ford Motor Company 
and its more than 6,000 dealers. 

‘The quantity at the time this was 
written was approximately 2,073,826 
pieces a month; more than 24,000.- 
GOO pieces a year. 

The quality includes such features 
as four-color printing, intriguing 
designs and _ captions, 
striking illustrations, and hard-hitting 
copy. The continuity is perennial. 

And all this is only a part of the 
over-all program—the part of it 
which is directed to car owners. 

Supplementing the owner program 
is another which is directed to the 
dealers themselves and a third which 


tront-cover 


86 


is designed to promote the sale of 
genuine Ford parts through inde- 
pendent garages. 

Furthermore, the direct mail pro- 
gram is being supported by local 
newspaper, spot radio, window dis- 
play, and interior display advertising, 
as well as by national magazine, 
radio, newspaper, and outdoor ad- 
vertising. 

‘The current direct mail program 
was prepared early this year and was 
presented to the Ford dealer adver- 
tising committees in the 33 districts 
which embrace the entire country by 
district representatives. A large se- 
lection of mailing pieces was pre- 
sented for their consideration and, 
from these, the dealer advertising 
committees selected 24, two for each 


a 


‘T'S Time TO 
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um SPRING 


SERVICE 
PROFITS 


USE THIS PROGRAM TO HELP 
KEEP YOUR SERVICE VOLUME UP 


SERA Mtr Com/rcseagy 


month of a 12-month period. The 
purpose of selecting two mailing 
pieces for each month, when only 
one a month was to be used, was to 
give individual dealers an opportunit) 
to select mailing pieces which would 
best suit their local conditions, pat 
ticularly climatic conditions. 

The dealer advertising committees 
also suggested that a portfolio pres 
entation be prepared and furnished to 
all dealers. This was done and the 
presentation was ornate, 23 x I 
inches in size, consisting of 14 pages 
lithographed in full color on heavy 
antique cover stock, and spirally 
bound with end opening. It outlined 
the program, contained all of the 24 
mailing pieces which had been choses, 
and carried one pocket full of service 
letters for dealers to copy and mail 
out themselves, and another pocket 
full of order forms. 

Planned and designed by the Fort 
Service Department, the Ford Adver 
tising Department, the Ford dealer 
advertising committees, and the 
Walter Thompson Co., the owne! 
program is calculated to promot 
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The peak of the berry crop arrives in Michigan 


...and all good housewives start canning. It’s as simple as that. 


Those gals don’t care that the Indiana berries 
came in last week...or that Minnesota berries won’t be ready 
for ten more days. Not at all. But you can be sure the Kerr Glass 


Manufacturing Corp. cares. They want sales in Indiana, Minne- 
sota, Michigan... and in 45 other states, too. 

Obviously, they need fast-moving, hard-hitting 
The | advertising, and they get it with Spot Radio. For 10 years this 


tling . . 
iling } flexible medium has been used from coast to coast... exactly 


only ; : nes ? 
i 4 when and where crop and selling conditions were ripest. lois 
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fectants, stacks 


From cover to cover. Better Homes & 
Gardens gives 100°; service to readers 


and advertisers alike. 


kivery page of BH&G is devoted to just 
one topic how to live a better fe in a 


better home. 


We don’t detour from this theme or 
distract the reader's thoughts — with 


fancy fiction. 


That suits our readers so well that 
BH&G goes into 3,000,000 well-above- 
average homes every month but that 
isn’t all. 

Such service to readers also provides 


100% service to our advertisers. 
It means a group of readers whose atten- 


# What a whale of a market 
“editorial screening’ produces 
for everything trom the drug 
store! It takes barrels of disin- 
of bandages, 

miles of tape to take care of the 
scraped knees, cut fingers, and 
bumped foreheads for children 

from 3,000,000 families 


these items are just a drop in 


And 


the family medicine chest. 


is 
hae 


tion is focused on home — a market al- 
ready eager for the information in your 
sales story —a higher income market 
that buys better things in bigger volume 


than their neighbors. 


Here is much more than a choice au- 
dience of 3.000.000 families carefully 


screened for you. 


It's an audience so interested in every- 
thing connected with home that your 
story is read for news and facts as much 
as our editorial material is. You couldn't 
get sales resistance any closer to the 
vanishing point! 

Before you complete your media list. get 


the whole story of “editorial screening” 
from your BH&G representative. 


Better Homes 


and Gardens 


CIRCULATIO,, over 3,000,000 


Mts Fist 
SoU Miayidit 
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PLAIN TALK TO DEALERS: A wide 
variety of simple direct mail pieces, 
each sharply angled in subject 
matter, is going out to Ford dealers 
and garagemen to give them specific 
ideas for building service business 
and sellign Ford parts. All are freely 


illustrated; some in. cartoon style. 


more service sales for Ford dealers 
by keeping Ford car owners con- 
stantly mindful of the fact that, as 
the slogan says, ‘“There’s no place 
like home for Ford Service” and 
that, “Your Ford dealer knows your 
Ford best.” 

All of the mailing pieces are 
51.” x 11” folders, lithographed in 
four colors on antique cover stock, 
and folded once for mailing. One- 
half of the front cover of each folder 
s occupied by a four-color illustra- 
tion and intriguing caption, and only 
three of the 24 captions include the 
word Ford. Again, only three of the 
tront-cover illustrations include a car 
ot any kind, and these are not the 
three which include the word Ford 
in the caption. In other words, front- 
cover illustrations and captions are 
designed to get attention and to 
Prompt the recipient to open the 
folder and see what is inside. 

For example, one of the two fold- 
ers chosen for the first mailing was 
illustrated by orchids, with the cap- 
tion, “Orchids to Our Ford Own- 
ers; the other showed a_ waiter 
spilling a bowl of soup on a patron’s 
ead with the caption, ‘Accidents 
Will Happen.” 

One of the two chosen for the 
second mailing showed a girl lean- 
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ing on a globe map with the caption, 
“Now—where on Earth;” the other 
was illustrated by a trio of march- 
ing musicians and the caption said, 
“A Sour Note Spoils Performance.” 

One of those selected for the third 
mailing was illustrated by a view of 
a merry-go-round and bore the cap- 
tion, “When Your Horsepower Runs 
in Circles, You’re Getting Nowhere 
Fast ;” the other showed a group of 
people gathered about an automobile 
and the caption said, “It’s no Acci- 
dent—That all These People Stop 
and Stare!” 

Of another pair, one showed a 
group of slovenly people above and 
another of “polished” people below, 
with a bar-caption between the two 
groups remarking, “What a Lot of 
Difference a Little Polish Makes.” 
The other one was a vacation view 
with copy commenting that, “People 
Are Smart to Keep Cool in the Heat 
of Summer. They Go to the Lake 
or to the Mountains.” 

Inside pages are illustrated, by 
drawings reproduced in color, and 
by posed photographs in black and 
white to illustrate actual service oper- 
ations on Ford cars. The copy ties in 
with the front-cover illustrations, 
then goes on to stress the importance 
of genuine Ford service and parts. 


ASK THE 
BRANHAM MAN 


ST. PETERSBURG'S 
AMAZING GROWTH 
a 


It is hard to realize how fast 
St. Petersburg,, Florida, has 
been growing ... In 1940 the 
combined Retail Sales of 
Tampa-St. Petersburg were 
$78,783,000. BUT last year St. 
Petersburg's Retail Sales alone 
totaled $85,634,000—or more 
than Tampa and St. Petersburg 
combined in 1940. 


When you advertise to this rich 
market, remember to use St. 
Petersburg's own daily news- 
papers. No Tampa paper has 
as much as 600 average daily 
circulation here. 


ST. PETERSBURG, FLORIDA 
TIMES (M & S) and 
INDEPENDENT (E) 


Represented Nationally by 
Theis & Simpson Co., Inc. 
In Jacksonville by V. J. Obenauer, Jr. 
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FORD'S CAMPAIGN TO OWNERS is merchandised to dealers. Dealers learn 
of heavy mailings to owner-list, are encouraged to engage in localized creative 
selling effort to cash the potential demand created by owner promotion. 


On the back page of all mailing 
pieces is a reproduction of a framed 
motto which was a favorite among 
many householders some years ago: 
“There’s No Place Like Home.” 
To this particular motto, though, 
has been added “for Ford Service” 
and, “Your Ford dealer knows your 
Ford Best.” There is also a bit of 
copy accompanying the framed motto, 
the copy on each folder being differ- 
ent. “‘We Use Genuine Ford Parts,” 
with the latter part of the statement 


in emblem form, is also stated on the 
back of every mailing piece. 

The dealer’s imprint is found on 
the bottom of the second inside page. 

‘This owner program is a coopera- 
tive one and dealers are cooperating 
wholeheartedly. 

I. L. Pierce, director of the Serv- 
ice Department, says: “The program 
has now been in effect for five months 
and enthusiasm centinues to increase 
each month. This has not been due 
to any lack of opportunity to express 


themselves freely, either, for we have 
asked them in open meetings for their 
opinions. For example, I personally 
asked the school for dealers’ sons 
what they thought of it and thei 
answer was, ‘Fine!’ ‘Great!’ We also 
have a school for dealers’ servicemen 
and they have been equally enthus.- 
astic. They are the ones who have 
the most frequent contacts with car 
owners, so they should know what 
effect the program is having.” 

The owner direct mail program js 
expected to bring in service custom. W 
ers in increasing numbers, and no 
doubt it is doing so. But how will 
these customers be received? How 
will their needs be served? How will 
the dealer profit by the program? 

To assist dealers in taking the full- 
est possible advantage of the pro- 
gram, the Ford Parts and Service 
Department has another direct mail 
program, this one addressed to the 
dealers themselves. 

First, there is Merchandising 
News, a monthly magazine published 
by Ford, to pass along all manner 
of merchandising information and 
helps for dealer parts departments. 

Then there are frequent mailing 
of booklets and folders, all designed 
to assist dealers in solving their parts 
and service problems and to keep 
them mindful of the importance of 
maintaining their facilities in proper 
condition to take care of the busines 
which the owner direct mail program 
is bringing to them. 


YOUR SELLING PROBLEM NEEDS 
THE GENE EMERALD 
TYPE OF DISC-ussion:! 


DES MOINES, 10 


Member of 
Represented by the KATZ 


WA 


Station 
Mid States Group 


Agency 


Gene Emerald jockeys top discs, sings with Ham- 
mond organ, platter-chatters in chuckle-toned style 
for a CONVINCING, AIRWISE, PROFESSIONAL 
JOB OF SELLING. 


Emerald's show experience stretches back 25 
years — taking in stage, radio, nite club, battle- 
front USO. 

For 90 afternoon minutes daily, Gene puts high- 
ly-Hooperated KRNT minutes to work. 


So popular has the afternoon Emerald show be- 
come that NOW we have him emceeing an addi- 
tional night-time program — the GENE EMERALD 
EVENING SHOW. Adding punch to this half-hour 
platter show are: | — Gene's short-story, briefly 
and dramatically told in his famous style; 2 — tele- 
phone quiz calls by BILL RILEY THE KRNT MONEY 
MAN. 


Gene Emerald Can Boost Your Sales, Too! 
SEE KATZ. 


KRNT Has the Personalities in Des Moines 


SALES MANAGEMEN'E N 


-" 


Market Tips on 
SYRACUSE, N. Y. 


Where Your Advertising Dollar BUYS MORE . . without Speculation 


will 
Low 


will 

1? For sure returns on your advertising invest- Syracuse Buying Power Sets 

= ment, select this major market . . . recognized Record Retail Buying Pace 

nt the nation over for market stability. This scale- Again in °47, as in five years past, Syracuse, 
mail model America bases ms Ausra’ sctater d N. Y., leads all cities in the Second Federal Re- 
the upon 415 widely diversified industries set in the serve District (including the metropolitan areas 
sing heart of a rich dairy region. Current figures... = 4¢ New York and New Jersey) in INCREASE 
hed past results point your way to this ever-respon- of department store sales. 

ean sive market which can help you chart those sales 7 
pr graphs with a steady upward swing. Current factory payrolls average $2,000,000 
ants. weekly providing the undiminished puchasing 
ings power which supports retail trade. Today, Syra- 
zned cuse is setting an all-time high for peacetime 
are production as it works off its huge backlog of 
_ orders and grows to meet peacettme needs. Ex- 
oper pansion is everywhere in Syracuse. . . reflected 
nes even at Syracuse University in its record-break- 
ram ing enrollment of 13,000 students. 


Syracuse Chosen Top-Ranking 
Test Market by 156 Leading 
Agencies and Manufacturers 


Sales Management’s current Test Market Sur- 
vey shows Syracuse No. 2 Test Market in the 
middle Atlantic States— No. 13 Test Market 
among all U. S. Cities. The same survey ranks 
the HERALD-JOURNAL No. 2 Evening news- 
paper in the middle Atlantic States ... No. 11 
Evening newspaper among all U. S. Cities. 


Whether yowre launching a 
test campaign or planning ex- 
pansion of your present sales 
operation, insure maximum ef- 
fectiveness by using this proven 
market and medium. 


OF DIVERSIFIED OPPop, 
Uy 
Lp 


Syracuse HERALD-JOURNAL (Daily) and + 
Syracuse HERALD-AMERICAN (Sunday) 


a a 


& 
oS 
$ 
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National Representatives: Moloney, Regan & Schmitt, Inc. 
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There’s a 20-page brochure, for 
example, on how to build business 
and increase profits with Ford Owner 
follow-up systems, which it illustrates 


and describes. There’s a 24-page 
building layout guide. Another 


brochure is entitled, ‘“Here’s How 
You Can Keep Service Absorption 
and Profits Up.” Another 24-page 
brochure is titled, “It’s Time to Start 
Digging” for spring service profits, 
and another, “Boost Your Service 
Profits With Automotive Appearance 
Service.’ A thinner one stresses the 
importance of keeping the Service 
Department open at night, quoting 
the experiences of many dealers who 
have adopted a 24-hour service sched- 
ule. Another 24-page brochure, with 
enameled color cover and profusely 
illustrated with drawings, is titled, 
“The Customer Is Always Right.” 
This, as the title implied, is devoted 
to the procedure of handling custom- 
ers when they come in. 

Mailings of these larger pieces are 
interspersed with smaller ones 
booklets only 4” x 8” in size. Sub- 
jects of a few of these are indicated 
by their titles: “‘How to Win Friends 
and Increase Service ‘Traffic;” 
“Make Lubrication Your Leader;”’ 


“How to Hit Your Parts and Serv- 
ice Quota Every Month;” “Increase 
Your Profits with Vacation Special 
Service and Accessories; ‘‘Where 
Will You Be in September? Behind 
the 8-ball or Out in Front?” “Work 
Both Sides of The Street” to get all 
varieties of parts and service busi- 
ness. 


Independent Garages Affected 


Then, realizing that a large vol- 
ume of Ford service business goes, 
and will continue to go, to inde- 
pendent garages, Ford is promoting 
another direct mail program which 
is designed to make the best of the 
condition by urging such garages to 
use genuine Ford parts. 

The mailing pieces used in this pro- 
gram are each 11” x 17” in size and 
are folded twice for mailing. They 
are printed and illustrated in two 
Like the owner folders, one- 
half of the front cover of these is 
occupied by an illustration and a cap- 
tion designed to get attention and 
arouse interest. Back pages of all of 
them stress the slogan, ‘‘Made Right 

.. Fit Right .. . Last Longer,” but 
this is presented in a different ar- 


colors. 


rangement on each one. ‘This page 
also assures the independent garay 
owner that, “Your Local Fo;; 
Dealer Will Be Glad to Supp) 
You.” Inside pages are liberally illys 
trated, some with cartoon sketche 


and all with cuts of the parts fe. 


tured. 

The present Ford direct mail pro. 
gram began in May, 1947, and x 
scheduled through April, 1948. This 
is the first time Ford has promoted 
a year-’round program, covering th 
full 12 months cycle. In the pas, 
such direct mail campaigns were sea- 
sonal, usually spring and fall, and 
of but six months’ duration. Then 
too, many dealers conducted their 
own independent, local campaigns, at 
necessarily much higher cost. B 
participating in the present national 
program, dealers obtain much bette 
quality at proportionately lower cost 
because the large volume reduces the 
cost. 


Foro ‘Direct-Mat 
Prepared by J. Walter Thompson Co 
Detroit Office 
Printed by National Lithograph Co. 
Imprinted and mailed by R. L. Polk & C 


TESTS THAT GET RESULTS 


People respond quickly and decisively in the South 
Bend, Indiana market. Tests in “Test Town, U.S.A.” 


Che 


are accurate, clear-cut, revealing. There is no competing 
newspaper circulation, negligible outside circulation. 
Tests here are economical, with a milline rate lower 
than national average. “Split runs” at no extra cost. 
Write for free market data book, “Test Town, U.S.A.” 


Soulh Bend 
Cribune 


STORY, BROOKS & FINLEY, INC. « NATIONAL REPRESENTATIVES 


c - —_— 
~ & \~ OUTH BEND, 
IND. 
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Advertisers! 


Agencies! 


Win one of these 


42 


A.B.P. offers .. . 42 awards 
for the best advertising in 
business papers in 1947 


Your entry may win one of the top 
awards in A.B.P.’s 6th Annual Contest 
for outstanding business paper adver- 
tising. But first, read the rules care- 
fully. (Note especially the standards 
which A.B.P. sets up for effective ad- 
vertising.) There are seven main divi- 
sions. If you have any doubt about the 
classification of your entry, drop us a 


line. 


ee cee 


ne a 


ADVERTISING 


AWARDS 


CONTEST CLOSES 
January 31, 1948 


HERE ARE THE RULES—READ THEM CAREFULLY: 


1, The awards are given annually to 
those advertisers who, in the opinion of 
the judges. make the most effective use 
of their advertising in business papers 
as evidenced by: ] establishment of 
valid objectives, 2—adequately inform- 
ative copy. 3— pertinent illustration, 
+—efficient use of the space and, 5—evi- 
dence that the campaign accomplished 
the predetermined objective. Campaigns 
may be submitted by advertisers or their 
advertising agencies. Media advertising 
and an agency's own advertising are 
not eligible. 


p Entries to consist of only three ad- 
vertisements typical of the entire cam- 
paign. which have appeared in business 
papers included in the following broad 
classifications during the 1947 calendar 
year: INDUSTRIAL PAPERS, INSTITUTIONAL 
PAPERS. MERCHANDISING PAPERS, PRO- 
FESSIONAL PAPERS. 


3. Every entry must be clearly defined 
as to the division in which the adver- 
liser desires to be judged: 

DIVISION 1. Advertising of Operating 
and Maintenance Parts and Materials. 
(Oils, greases. cleaning compounds, re- 
pair parts, transmission belts. ete. ) 
DIVISION 2. 


p \dvertising of Fabricating 
arts anc 


: Materials. Containers and 
ackaging Supplies. (Metal stampings. 


molded plastic. bearings. gears, steel 
sheets. tubes, fabrics. wrapping mate- 
rials, cans. boxes, paper. aluminum foil, 
etc. ) 


DIVISION 3. Advertising of Machinery 
and Equipment. ( Machine Tools, motors, 
instruments. material handling equip- 
ment, hand tools, ete. ) 


DIVISION 4. Advertising of Primary 
and Materials. (Wood pulp, 
chemicals. hides. wool. food products, 
flour, shortenings, plastics, ete.) 


DIVISION 5. Advertising of Construc- 
tion and Engineering Materials. (Fabri- 
cated steel. lumber. bricks. roofing, sid- 
ing. cement. paint. hardware, ete. ) 


DIVISION 6. Advertising of Merchan- 
dise for Re-sale. addressed to dealers 
and jobbers. clothing, 
drugs. hardware. jewelry. shoes, glass- 
ware, furniture. etc.) 


DIVISION 7. Advertising of Services 
and Advertising. (Transporta- 
tion, management. trucking. research, 
trade associations, corpgyration adver- 
tising. ete.) 


Process 


{ Housew ares, 


Group 


4. Each entry must be accompanied 
by a brief statement on the advertiser's 
or agency's letterhead, giving: 


1. Objective of each advertisement. 


€ 


2. Reasonable 
obtained in 
jective. 


evidence of results 
relation to the ob- 


3. A list of publications in which 
advertisements appeared. 


§. Entries must be kept simple. Each 
advertisement must be individually 
mounted on approximately 60 lb. cover 
stock with 1” margin all around. Any 
entries unmounted or over size will be 
disqualified. Please refrain from ornate 
or lavish presentations. A simple clip or 
tie arrangement may be used to distin- 
guish separate campaigns. 


6. Awards will consist of certificates of 
merit for the forty-two business paper 
campaigns of 1947 which, in the opinion 
of the judges, are most outstanding. 
Seven sterling silver plaque awards, one 
in each division, may be made at the 
discretion of the judges. to outstanding 
certificate winners. 


ba The judges will he leading men in 
their fields, qualified to pass on the 
merits of entries. Their decisions are 
final and include the right not to grant 
an award in any division. 


&. Awards will be made at a special 
presentation meeting on April 30th. En- 
tries must be postmarked not later than 
midnight. January 31, 1948. Address 
entries to Contest Committee. 


In selecting entries you might get some helpful tips by reading “Hit the Road,” and “Ten Ways to Check Advertising Effectiveness.” 


ABP’s BUSINESS 


THE ASSOCIATED BUSINESS PAPERS 
205 East 42nd Street, New York 17, N. Y. 


IS TO BOOST YOUR BUSINESS 
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LOOK OF QUALITY: Bell & Howell 
uses die castings to acquire the pre- 
cision necessary in this semi-professional 
Wrinkle-finished 


enamel and chrome are used to retain 


slide film projector. 


the look of quality in its appearance. 


How to Get the Most Out of 
Your Product Designer 


BY J. F. BARNES © President, Barnes & Reinecke, Inc., Designers & Engineers 


So you've hired a designer to rejuvenate your product? 
Then follow these rules for working with him. If he is given 
full opportunity to utilize his specialized skills, he can give 


you some fresh and exciting new sales appeals to work with. 


Every newspaper and magazine of 
any account carries either advertise 
ments or editorial matter on the sub- 
ject of “the new look,”’ new styles, 
new products, new designs—all prod- 
ucts ot industry created solely for the 
purpose ot selling more goods to more 
people to make more employment and 
better business. Product design and 
styling are so universally proved sales 
stimulants that practically every man 
utacturer is design-conscious. 

Awareness of the importance ot 
design is not enough. For those who 
have not used it, or whose attempts 
have been disappointing, the big prob- 
lem is, ‘“‘How do we vo about getting 
the most appealing design in ou 
products?” ‘There are a number of 


steps. 


1. Appoint a design committee. 
Who in your company is responsible 
tor the styling of products and pack- 
ages? What are his qualifications for 


94 


this important assignment? Does he 
have the time to investigate the many 
phases of your business which will be 
affected? Is he qualified to guide 
product development from the angles 
ot merchandising, advertising, sales, 
packaging ? 

All too often the manufacturer is 
tempted to let “Junior” in the adver- 
tising department handle this job be- 
cause he took two years of art. Others 
may turn it over to Joe in the engi- 
neering department. Joe draws free- 
hand. “Look, boss, no instruments.” 


engineering, production, 


Product styling and design is much 
more than art. It is art, pLUs—plus 
the knowledge of merchandising, 
manutacturing techniques, the ability 
to torecast future trends, and the 
knowledge of what many other indus- 
tries are doing. 

Experience with hundreds of cli- 
ents has proved conclusively that the 
soundest approach to product styling 
is through a design committee. Such 


a committee will be made up of all 
executives who are directly or in- 
directly concerned. These should in- 
clude engineering, sales, production, 
advertising, export, general manage 
ment, and the company secretary to 
represent legal trademark and patent 
Within such a group, dec 
sions can be made in advance which 
can save costly delays, umnecessar\ 
experiments, and impractical  at- 
tempts. 

Among the many clients with 
whose design committees we have 
worked, one of the most effective 1s 
that of McGraw Electric Company 
manufacturers of the famous ‘Toast- 
master. ‘Ihe marketing success 0 
‘Toastmaster is the strongest testi 
monial | can think of to prove the 
soundness of the design committee 


aspects. 


type of operation. 


2. Give the committee the au- 
thority to act. ‘Their job is © 
make all plans, set schedules, make 
appropriations—to direct and 1m! 
prove designs. Be sure they have the 
authority needed to accomplish the 
objective. 


3. Decide objectives. Your aim 


is to produce a really new exterior 
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OUT OF THE HORSE’S MouTH “y 72<7p 


VIA ‘ 


TOOTH BRUSH CO. 


If you, too, missed the news that Baltimore is 57,620* 


st families bigger, get wise: 
i h 
in the t Now more than ever, to cover bigger Baltimore, you 
need the biggest paper — 194,063 City Zone circula- 
Aw tion among 321,158 families, and the News-Post total 
circulation is 221,127. 
*Sources: Director of Statistical Section, Baltimore City Health 
Department; Building Engineer, Baltimore County; Super- 


4 pet im Baltim, . visors of Assessments, Howard and Anne Arundel Counties. 
9 
we re FOR 1947, MORE THAN EVER, IT’S THE 


Baltimore News-Post 


NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 
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SIMPLICITY IN DESIGN: This Allen Bradley switch cover (above left) of molded pheno-formaldehyde is designed 
for quick and easy removal and also for use in multiple, side by side. All designs shown are by Barnes & Reinecke. 


FUNCTIONAL DESIGN: The metal grille is so placed on this Motorola heater that it gives a pleasing appearance 
and covers an odd opening. Does not restrict the air flow nor create air turbulence as air leaves the heat chamber. 


make utilitarian 
Avoid the mistake one 
manufacturer made when he engaged 
a designer to style a new stove. He 
wanted a stove design that was “out 
of this world’”—and got it. But be- 
fore going into production he pointed 
out that the handles we had designed, 
though entirely practicable and easily 
produced, were more expensive than 
stock handles. The stock handles he 
referred to were eight years old, and 
had been used on competitive stoves 
for several years. His objectives were 
not clear—he wanted a new design. 
but at the same time he wanted to use 
stock parts, and those eight years old. 
Can you imagine putting a 1937 gear- 
shift on a 1948 car? 


and, sometimes, 
changes. 


4. Investigate carefully. Certain 
limited basic information about de- 
signers is in the classified directory. 
It is important to talk to others in 
your field who have successfully used 
design. Ask the designers themselves 
what clients they have served, and 
specifically what they design for those 
clients. Be certain that the designer 
you select knows more than mere 
esthetics. Find out if his practicality 
adds up to the “know how’’ neces- 
Sary to produce your product at a 
minimum cost, the “know how’”’ re- 
quired to design to appeal to the 
masses, coupled with “smartness” that 
inspires successful merchandising. 
In a professional design organiza- 
tion you will find many people con- 
tributing to the development and de- 
sign of a new product. We have 
found it essential to augment our de- 
signing services with complete engi- 
neering facilities and up-to-date shops 
(pattern, wood, plastics, metal, ma- 


96 


chine and chemical). 

Furthermore, product design often 
calls for special skills and research 
that are seldom found under one 
roof. Recently we designed an elec- 
tric guitar, the Ultratone, for Gib- 
son, Inc. That design not only 
called for a product designer, but 
the combined knowledge of a physi- 
cist, electronic engineer, plastics en- 
gineer, mechanical engineer, market 
analyst, model maker and 
technician. 


wood 


5. Give your designer complete 
information. There’s a lot more 
to his work than just esthetics. He 
should know company policy and ob- 
jectives; what your competition is; 
your distribution set-up, real or pro- 
posed; your competitors’ plans, inso- 
far as you know them; your produc- 
tion facilities. 

Often it is necessary to begin pre- 
liminary design discussions by point- 
ing out objectionable features of the 
product as it stands, and specifying 
specific improvements wanted. My 
organization uses a 50-factor check 
(page 98) chart which lists the 
things that should be considered on 
every project. ‘They are grouped 
under the main headings of Market- 
ing, Operation, Production, Design 
and General Instructions. 


6. Place full confidence in the 
designer you choose. Turn over 
your problem to him (of course, with 
adequate information), and leave him 
to do the thinking about the design. 
‘That’s what you’re paying him for. 
And it’s to his advantage to keep 
your products styled to meet the ever- 
changing standards of the market. 


He wants you to call on him again 
and again. 


7. Give your designer the great: 
est possible latitude in the se- 
lection of materials. Don’t choose 
them simply because of your own 
inventory situation. Maybe _ those 
materials you have on hand could be 
diverted to other products, or other- 
wise disposed of. If the designer does 
not specify them it’s because he is 
sure your product will enjoy better 
sales acceptance with other materials. 
The competent designer resists this 
pressure. He knows the three M's 
of product design—mass appeal, 
merchandising and manufacturing 
methods. He knows, for example, 
that a juke box should be designed 
with all the practical razzle-dazzle 
of chrome and plastics to make it a 
winner; but that a motion picture 
projector doesn’t have to be—indeed, 
can’t afford to be—designed to catch 
the nickel trade. 


8. Don't select a design just be- 
cause you like it. You could b 
wrong! We have found that in 4 
great many cases clients have come to 
us with a particular idea of what 
they think their product ought to be. 
They have appointed themselves 4 
critics of design when in reality they 
know little or nothing about design. 
Too many clients merely wish the 
designer to use his hands instead of 
his brains and expect the designer 
to interpret their ideas as they (the 
clients) want them _ interpreted. 
Often they think in terms of tinsel 
and fake glamour, believing theif 
ideas on design are so sound and ful 
of merchandising sense that a de 
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Total Advertising 
General Advertising 


Financial Advertising 


Classified Advertising ................. 


Automotive Advertising * 
Retail Advertising:* 


Department Stores* 


Men’s Clothing Stores ............... 


Women’s Clothing Stores* 
Shoe Stores ... 


Amusements* 
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Advertising leader in the 
world's biggest market 


for 29 consecutive years 
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NEW YORK, PRIDAY, OCTOBBR 16, 1947. 


*fyll run 


NOVEMBER 10, 1947 


WARNS COMM ald career we Country ‘British Be 


Suddenly and Resistance to Zionists 
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signer is merely employed to fulfill 


their lack of drawing ability. The 
pseudo frills and pomp that some 
manufacturers demand and get into 


their designs fool few prospects. Wit- 
ness the unsold junk on bargain tables 
in any department store. 


9. Try to add new selling fea- 
tures. Whether you’re starting from 
scratch in a new field, or simply try- 
ing to strengthen your position where 
you're already established, try to get 


something better, something brand 
new, something your competitor 


doesn't have and something the pub- 
lic wants. ‘he fact that you have it, 
and your competitors haven't, is a 
powerful sales argument. For ex- 
ample, some vacuum cleaner manu- 
facturers have finally added brushes 
to their machines. But the one who 
did it first jumped off to a tremen- 
dous head start. 


10. Don't turn down a design 
solely on impractical grounds. 
Maybe new materials or new meth- 
ods would make them practical. The 
Wright brothers were impractical, 
too. So was Leonardo da Vinci, when 
he built a flying machine. At some 
stage of creation, every important 
new development seems impractical. 


11. Don't reject a design only 
because it's harder to make. 


You will sometimes find that engi- 
neering and production will want to 


make a product in a certain way be- 
cause that is the easier way. ‘They 
aren’t trained to think in terms of 
sales appeal. 


12. Insist upon models before 
starting production. ‘The design- 
er doesn’t necessarily want to engi- 
neer the job, but he should give your 
engineers the exterior contour de- 
tails and in supervising the 
work so that no major departures 
are made from his design. It is usu- 
ally advisable to have a wood mock- 
up, scale model or working model 
made of the newly designed product. 
It can prevent costly errors. 


assist 


13. Make sure that all the de- 
sign values are actually built 
into the product. Don’t let your 
engineers make production drawings 
from the preliminary 
sketches. Disastrous results have oc- 
curred when manufacturers have 
tried to rush into production before 
the design was completely engineered. 
When this has been tried, the orig- 
inal design usually has been so 
botched up that the merit of the de- 
signer’s idea has been lost. 

We know full well that the days 
of the “better mousetrap’” axiom 
are gone forever. ‘The best product 
will not sell in profitable volume 
without an equally good marketing 
and merchandising plan in the hands 
of a well integrated, hard-hitting 
sales division, supported by adequate 


designer's 


ELIMINATING BULK: These swing-up sunglasses of Burton Manufacturing 
Co. required a frame on which the hinged eye shields could be mounted. 


Curved forms are used 


LOW COST DISPENSER: The problem here was to develop a low cost 
dispenser into which refill rolls of tape could be inserted. Molded plastic 
Mining Hand Scotch Tape. 


provides the solution for the 
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to minimize mass. Hinge plate is 


Minnesota 


decorative. 


advertising. Therefore, in the design 
committee, the voices of those respon- 
sible for distribution should carry 
the greatest weight. Without sales 
there is no reason for the company 
existing. If sales management agrees 
that it can do a good job with the 
new product, even though it is harder 
to make or costs more or requires 
new equipment, the sales manager 
should have the authority to carry out 
his responsibility. 
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PRACTICAL 
SALES MANAGEMENT 


by Harry Simmons 
HOW to form your 
ganization. 
HOW to build your "firing line" force. 
HOW to make and use manuals and kits. 
HOW to do market and consumer re- 
search. 
HOW to hold effective sales meetings. 
HOW to develop a "visual" sales pro- 
gram. 
HOW to build and keep sales program. 
HOW to build and keep sales morale. 


—and a wealth of similar sales management information that has 
proved successful for many top organizations. ‘ 
Written by Harry Simmons, selling and sales management specialist, this 
book gives you the profitable methods and techniques he developed 
during 25 years of practical experience as sales executive for Sears 
Roebuck and Calvert Distillers. 

Partial Contents: The modern sales manager's job requirements. Head- 
quarters set-up. 18 stop-and-go signals for sales managers. Building the 
organization. Streamlining the salesman. Building sales morale. Selling 
goes visual. How to build sales manuals. The catalogue’s place in selling. 
Sales research and analysis. Effective sales meetings. Selling with direct 
mail. Public speaking for sales managers. 


417 pages 


practical 
SALES 
MANAGEMENT 


headquarters or- 


Price $5.00 


HOW TO SELECT 
BETTER SALESMEN 


by William Rados 


“How can | find good recruits?” 

"How do | know a good salesman when | see 
him?" 

"Which are the best selection devices, blanks, 
tests, interviewing methods, etc?" 


“How good are the salesmen on my payroll?” 


Your answers can be found in this new book 
packed with concrete suggestions and specific pro- 
cedures. Shows you techniques profitably used by 
Nash-Kelvinator, American Radiator, Schenley, General Motors, Goodrich. 
American Gas Assn. and others, to create a powerful, effective sales force. 
Are there “sleepers” on your sales payroll? Rados’ book can’t help but 
convince you that the old “look-’em-in-the-eye and hire-‘em-on-the-spot™ 
technique is costing many organizations (perhaps your own included) a 
fortune in lost sales, lost time and personnel turnover. 

Includes: Plan for building a successful sales force. Revaluing your 
existing manpower. Analyzing the manager's job. A 9%-point plan for 
getting better managers. How to eliminate men who won't “pay off.” 
How to weigh the value of experience. How to interview. Aptitude 
testing. How to design and use a salesman-selection plan, and how to 
make it pay. A 17-point check list for your sales personnel policies. 


77 . . : 
77 charts, tests, application blanks, questionnaires, rating forms, inter- 
view forms, ete. 


418 pages 


Price $5.00 


ESSENTIALS OF SELLING 


“ 

Pe. gathered by 22 men experienced in 
their field, serutinized by an Executive Com- 
mittee, and supplemented by comments and 


eriticisms from over 100 additional sales man- 
agers.” 


RAYMOND BILL, Publisher of SALES MAN. 
SCEMENT, says: “It is safe to predict that this 
ook will long retain a prominent position in 
the literature devoted to the mighty, ever-dy- 
namic, forever human force known as SALES- 


MANSHIP.” 


we sales manager or business executive seeking 
a of training and developing a 
peed ing sales foree can go through this 

iting book without gathering scores of valu- 


able j - 
ideas that can be put to immediate use. 
material, 


! Ideal for “refresher” 
P for use in sales clinies, and as a working manual for salesmen. 
-Ontents: What 


<= - Saget i 7 a salesman ? Buying motives, merchandising and 
approach. Sale. ; ales helps. The function of advertising. Sales pre- 
gn ~d interview and presentation. Handling objections. Closing 

. to be a repeater. Sales tools. Contract law for sales- 


men. Fj “tab : : : . : 
. mi, Financing orders. Product displays. Customer service. Conducting 
s ati ‘ . . 
and re meeting. Handling sales forms. Morale building. Sales letters 
> 
Ports, Personal appearance. Sales records and reports, 
300 Pages 


Price $3.75 


NOVEMBER 10, 1947 


Which of these helpful books on 
SELLING and SALES 


would you like to examine free? 


MANAGEMENT 


THE HANDBOOK 
OF SELLING 


by Charles B. Roth 


This brand new 351l-page book is a storehouse of 
tested methods used by successful salesmen in 
meeting every conceivable kind of selling situation. 
Tells what to do and what to say—how to do and 
how to say it—each step of the way in the selling 
process. 


Covers: Finding and classifying prospects. How to 
avoid shutouts and stalls. How to make an effec- 
tive approach. How to stage successful interviews 
and demonstrations. How to pick and use the 
right motive. How to meet and overcome objec- 
tions. Handling the price objection, How to handle 
various types of prospects. Winning confidence and conviction. How to 
close more sales. Meeting competition. Ways to win and keep customers. 
Managing your time. How to create sales. Linking up with advertising. 
How to overcome slumps. Using human nature in selling more. Handling 
grievances and complaints. Publie relations for salesmen. 


351 pages Price $5.00 


SALES ADMINISTRATION 
by Bertram R. Canfield 


Analyzes all the major problems faced by sales 
executives in establishing sales policies and in 
organizing and controlling the sales force. 
Problems are drawn directly from the experi- 
ence of successful concerns, Covers all phases 
of sales administraticn: production, distribu- 
tion, market research, sales operation and con- 
trol, sales promotion, sales policies, and export. 


640 pages Price $6.35 


OTHER P-H BOOKS TO HELP YOU SELL: 


Successful Salesmanship (2nd Edition) —Ivey 

Tested Sentences That Sell—Wheeler 

How to Develop Profitable Ideas—Reiss 

Finding the Prospect and Getting the Interview—Roth 
Secrets of Closing Sales—Roth 


$5.35 
$3.75 
$3.00 
$2.75 
$3.50 


10-DAY FREE EXAMINATION OFFER 


' ‘ 

a Prentice-Hall, Inc., Dept. SM-1147 : 
' ° 

g 70 Fifth Avenue, New York II, N. Y. 2 
§ Send me for free inspection the books indicated below: ; 
' 

} ( ) Practical Sales Management—Simmons.........- $5.00 ' 
i ( ) How to Select Better Salesmen—Rados.......... $5.00 ; 
: ( D Te GE GO vic aes sae teracdns deenece $3.75 ry 
' ( ) The Handbook of Selling—Roth..............- $5.00 8 
' ( ) Sales Administration—Canfield ............++.-86.35 ; 
a 
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have often pointed to the 


Cure of Crm 


FROM A LETTER TO THE AMERICAN CRIME STUDY COMMISSION FROM 


Wiltam Randolph Hearst 


WHICH WAS PUBLISHED IN THE HEARST PAPERS ON MAY 21, 1929 


“The great solution, and, as far as I 
can see, the only sure solution, of the crime 
situation of which we complain, is education 
and opportunity. 


“Education and opportunity have caused 
progress and prosperity and have created 
mental and moral enlightenment among 
our people; and if we want more progress 
and more enlightenment and more morality 
and less criminality, we must have more 
educaccon and more opportunity. 


“Very few criminals are criminals from 
choice. Most of them are criminals through 
force of circumstances. 


“There, but for the grace of God, go I,” 
said John Bradford as he saw a man being 
dragged to the gallows. 


“Have you who are assembled here today 
to investigate the causes of crime ever gone 
through the crowded slums of a great city, 
and wondered how good, how noble, how 
honest, how pure, how fine, how decorous, 


or even how decent you would have been if 
vou had been raised in that environment? 
“We can control environment. 


“So the solution of the whole criminal 
problem is in our hands. “Education and 
opportunity will eliminate criminality. 


“Tt is for the people of the United States 
to provide adequate education and oppor- 
tunity, and to create honest and able Amer- 
ican citizens where criminals now grow.” 


Housing conditions in 1947 are far worse than 
in 1929. Schools are overcrowded and under- 
staffed. Crime and juvenile delinquency are 
steadily increasing. 

The Hearst Newspapers are continuing their 
fight for more opportunity and more education 
for American youth. They will always believe 
that prevention and not retribution is the solu- 
tion to our crime problem. 
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You can know what brands 


* 
e @ 


The Dayton Journal-Herald- 


are selling best in 


Grocery Stores 


» DAYTON 


Continuous Grocery Inventory 


tells you . . . clearly, regularly, accurately 


In collaboration with the Bureau of Advertising, The 
Dayton Journal-Herald offers this true sales barometer, 
a continuous month-by-month picture of actual pur- 
chases, sales and stock in hand of more than 350 gro- 
cery store items; more than 275 brands, in a scientifically 
selected and tested panel of local grocery stores. 


The Continuous Grocery Inventory enables you, for 
the first time, to know what items are selling and the 
rate of sale. It shows seasonal trends and distribution 
patterns. It reflects, without delay, consumer acceptance 
of new products . . . and the effect of newspaper ad- 
vertising and other promotion. 


Dayton, the Ideal Test Market 


Dayton ranked among the first ten cities as an ideal test market 
as reported in Sales Management, September 1, 1947. The 
Dayton Journal-Herald offers you the largest circulation and 
coverage of the market at the lowest milline rate, p/us this ac- 
curate check on sales . . . while the test is being made. 


Your First Buy in Dayton. . 


The Dayton Journal-Herald 
Preferred Locally 
For the fourth consecutive 
year local grocers placed 
the bulk of their advertis- 
ing in The Dayton Journal- 
Herald. The Journal and 
Herald lead all other news- 
papers in the state of Ohio 
in total volume of retail 
advertising according to 
Media Records first seven 


months 1947 report. 


Write National Depart- 
ment today for folder about 
the Continuous Grocery 


Inventory. ... 


The DAYTON JOURNAL-HERALD 


. Now Over 100,000 Daily Circulation 


Nationally Represented by The George A. McDevitt Company 


SALES MANAGEMENT 


BY TERRY ARMSTRONG 


cost-of-operation figures on 


The development of a sales control 
system which functions with top efh- 


ciency—and with a minimum of pa- 
per work—is becoming more and 


more a major concern of sales execu- 
tives. 

The evolvement of such a system 
is no mean achievement, for not only 
must it be custom tailored to serve 
the needs of a particular industry 
but it also must carry forward the 
individual company’s sales policies. 
Rarely can one company adopt (in 
toto) the sales control plan of an- 
other. On the other hand, a time- 
tested control plan, or some parts 
thereof, may provide a pattern or 
contain suggestions for the sales con- 
trol systems of other businesses. 

One such is that of the Laundry 
and Dry Cleaning Division of the 
Pennsylvania Salt Manufacturing 
Co., Philadelphia. Here’s a control 
plan which disproves the idea that, 
because a company’s sales operations 
are far-flung and might be consid- 
ered complex, a vast amount of paper 
work for both the salesmen and the 


SPECIALLY DESIGNED FORMS simplify 


chore of the home office and the individual salesman. The sales- 
man's daily call report is made out in triplicate, a copy each for 
the main office, the sales division manager and the distributor. 


Pennsalt X-Rays Industrial Market 
With Six Simple Record Forms 


Red tape has been cut to the bone in this sales control 
plan, but all the facts are there. Management has an 
adequate, up-to-date picture of all sales activity, plus 


each salesman's territory. 


home office must be entailed. 

This Pennsalt Division manutac- 
tures about 50 products for use in 
commercial laundries and in dry 
cleaning establishments. That is, it 
makes everything for the laundry’s 
washroom needs except starch and 
soap, and everything for the dry 
cleaning business except solvents. 

The scope of the Division’s busi- 
ness is attested by the fact that at 
least 80% of the Nation’s commercial 
laundries use one or Pennsalt 
products. Further evidence of the 
Division’s market is in the fact that 
10,000 copies of its publication, The 
Laundry Bundle, sent out every 
other month. 

All products (detergents, bleaches, 
laundry blues, laundry dry 
cleaning soaps, and stain removers) 
are sold through selected distributors. 
It is the duty of the company’s field 
men to augment the efforts and set 
the pace of the distributors’ salesmen. 
In other words, company field men 
concentrate on the development of 
new laundry and dry cleaning cus- 


more 


are 


sours, 


the record-keeping 
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tomers and on building established 
accounts into bigger accounts. 

Any company partiality toward 
certain distributors is ruled out be- 
cause when a Pennsalt man makes 
a sale it is understood that delivery 
of the material will be made by the 
distributor designated by the custom- 
er. 
Here, however, it must be pointed 
out that the Division’s men are not 
credited in the home office with any 
sales until the material is off the dis- 
tributor’s floors and in the stockrooms 
of the ultimate users. 

For an idea of how the six simple 
record-keeping forms involved make 
it possible for management to main- 
tain complete control of selling activ- 
ities, transactions, and sales operating 
expenses the following description 
and explanation of the function of 
each is required. 


1. Daily Call Report serves a 
triple purpose. The top sheet is for 
home office records, the duplicate for 
the sales division manager’s informa- 
tion, and the triplicate copy for the 
distributor’s records. ‘Thus with the 
use of carbon paper the salesman 
needs to fill out but one form instead 
of three separate ones. 

This particular form is designed 
so that not only every firm called 
upon may be listed but also the name 


Perforated sections are reserved for confidential data for the 
company. In a small looseleaf notebook the ‘salesman posts his 
customers’ monthly purchases. An arrangement has also been 
made by the Laundry Division for distributors’ monthly reports. 
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of the person interviewed. To the 
right of the call list column, products 
(by classification) are listed. By 
merely circling product names the 
salesman indicates those discussed 
during the interview. Check marks 
identify the products presently being 
used by the customer or prospect. 
The right hand side of the sheet 
is divided into three perforated sec- 
tions. The first two sections may be 
filled in with whichever information 
will be most useful to the distributor 
in guiding his own sales force to- 
ward more effective follow-up work. 
The third perforated section (a tally 
of items sold and the names of the 
customers’ selected distributors) and 
a perforated box in the lower left- 
hand corner of the sheet (a summary 
of the company’s salesman’s perform- 
ance) are reserved for the company’s 
private information. Thus when a 
salesman has filled out his daily call 
report in triplicate he sends a com- 


SALES RECAP FORM is maintained as an accurate record of the 
salesman's performance, through each jobber, product by product. 
Large cards provide a permanent record of each salesman's and 
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plete sheet to the home office and his 
sales division manager. From the dis- 
tributor’s copy, of course, he simply 
detaches those perforated sections in- 
tended for the company exclusively. 


2. Salesman's Customer 
Record Form is the only record the 
salesman is required to maintain for 
his own reference. It is a 334” x 
634” card (one to a customer) and 
fits into a pocket-size looseleaf note- 
book. It provides space for a 12- 
month record of the customer’s pur- 
chases of the Division’s line of prod- 
ucts by the various classification 
heads. One of the duties of a sales 
division manager is to see that his 
men keep their personal customer rec- 
ord up-to-date. 


3. Distributor's Monthly Re- 
port Form is provided by the com- 
pany for the distributors. The dis- 
tributor simply fills in the names of 


—— —-) 
\ornn\e SALT) RECAP OF GALES 


the commercial laundries and dry 
cleaning establishments to which he 
has made shipments of Pennsalt prod- 
ucts and gives the amount of each 
product shipped. This record is ex. 
tremely important in the Division's 
sales control set-up because of the 
policy of crediting salesmen only after 
the merchandise reaches its ultimate 
destination. The Division has won 
the cooperation of the distributors on 
the matter of this report by seeing 
that they are reimbursed for any 
nominal clerical cost its maintenance 
may involve. As soon as these dis- 
tributor reports are received they are 
coded and the recorded sales dis- 
tributed according to their source— 
by territories and the respective terri- 
tories’ salesmen. 


4. Sales Recap Form serves 
mainly as a werk sheet for the sales 
headquarters. It is the monthly 
“home office” tabulation of each com- 


each distributor's sales record. Furthermore, the company can tell 
the cost of a salesman's field operations by checking his cost 
sheet. System also helps key the Division's production schedule. 
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* GET YOUR COPY OF THIS IMPORTANT NEW BOOK 
GET THE FACTS ABOUT THE BIG OREGON MARKET 


Just off the press, this new market book gives you 


the information you want to help build more 
sales. Gives complete facts on population, num- 
ber of retail outlets and types of stores, lists all 
distributors, food brokers, and chain operations. 


Tells you how to get the most sales in this “pack- 
Call any office of 
Moloney, Regan & 
; Schmitt, inc., 


nner Che Oregonian 


PORTLAND, OREGON 


aged” market —the big, growing Oregon Market. 


The Great Newspaper of the West 
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capitulation form are sent to the 
salesman and his division manager. 


pany man’s sales performance, 
through each jobber, product by 
product. ‘The five columns on the 


right of the sheet are devoted to: 5. Permanent Sales Cards are 


1) unit figures this month; (2) maintained at the home office for 
sales this month; (3). sales this both company salesmen and distrib- 
month last year; (4) accumulated utors, and their simplicity has been 


this year to date; (5) accumulated made possible by the streamlined de- 
last year to date. Spaces are re- sign of the monthly record forms. 
served at the bottom of this form for They provide a quick reference file 
the salesman’s “‘earnings”’ record such for both management and sales per- 
bonus sonnel whenever comparison or analy- 
due, bonus paid, bonus accumlated, sis of annual sales is desired. The 
etc. Copies of this monthly sales re- distributor's card also makes it easy 


as sales quota (bonus base), 
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to supply him with records of his 
sales achievements with  Pennsalt 
products. Both cards are identical 
except that the salesman’s permanent 
record for the year starts with the 
month of December, while the dis- 
tributor’s begins the following month, 
January. 


6. Sales Operations Cost 
Sheet is used to maintain a record 
of the cost to the company of each 
salesman’s field operations. The 
upper half of the sheet is for a record 
by individual months and the lower 
half for a record by months accu- 
mulatively. 

The advantage of this system of 
Pennsalt’s Laundry and Dry Clean- 
ing Division is that not only does 
it make for better control of both 
salesman and distributor, but also of 
materials, an important factor con- 
sidering that many still have to be 
allocated. Furthermore, it keeps tabs 
for management on how fast mer- 
chandise is moving as well as where 
it is going. 


TAG SELLS, TOO! 


The lowly baggage tag has joined 
the sales team. It’s part of a kit 
United Air Lines has developed to 
sharpen the passenger’s pleasure ef an 
air trip to Hawaii. On one side of 
the tag is the usual information, 
name, number and destination. But 
on the other, usually bare side, is 4 
colorful picture of Hawaii. 

This colorful Hawaii theme 5 
carried in all literature in the 
“United Air Lines’ Hawaiian Main- 
liner Flight Information.” This 1 
cludes a copy of the passenger list. 
Captain’s flight log, stationery and 
stickers for bags. 
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Kem-Tone Test 


A fall campaign, utilizing a series 
of one-minute radio spots on 67 na- 
tion-wide stations, is announced by 
the manufacturers of Kem-Tone. 
The spots will follow the long estab- 
lished Kem-Tone advertising theme 
in telling what the resin-and-oil, mix- 
with-water paint is and where and 
how it is used. 

Eight different styles of tran- 
scriptions are used, ranging from 
singing commercials to _ narrative 
forms on a schedule of three times 
a day, five days.a week for six weeks. 
At the close of the campaign a sur- 
vey will be made to determine which 
transcriptions show most retention 
and product identification. This sur- 
vey will guide Kem-Tone’s 1948 
radio advertising campaign. 

The Radio Department of Newell- 
Emmett Co., Kem-Tone’s agency, 
produced the transcriptions and 
scheduled the campaign. 

To encourage Kem-Tone dealer 
cooperation, a special 15-minute rec- 
ord has been made for district sales 
meetings. Ihe record carries all the 
spots, explains the schedule, and sug- 
gests means for point-of-sale and dis- 
play tie-ins. 

The radio advertising schedule sup- 
— an extensive fall campaign 
for Kem-Tone in newspapers, mag- 
azines, and business and maintenance 
papers, which includes space in 326 
newspapers, The American Weekly, 
Parade, This Week, Life, The Sat- 
urday Evening Post, Good House- 
keeping, Country Gentleman, Suc- 
cessful Farming, and Farm Journal. 


Two Heads—More Fun 


The American Safety Razor Corp. 
announces an extensive mewspaper 
advertising campaign for its Star 
Single and Double Edged Blades. 
Media scheduled over a three-month 
Period include The American W eek- 
ly and Parade magazine, distributed 
in 40 major metropolitan Sunday 
papers. In addition, the Sunday mag- 
azine sections and sports pages of 15 
other newspapers are on the sched- 
ule. Parade and The American 
Weekly will receive four insertions 
Prior to the first of the year, while 
the 15 selected additional newspapers 
will receive either four or five each. 
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‘These advertisements will be ap 
proximately 300 lines each. ‘The first 
scheduled to appear depicts a carica 
ture of a man with two heads saying, 
“IL get twice the pleasure from using 
Star Blades!” ‘his two-headed man 
theme will be carried throughout the 
campaign. Both the 10c and 25¢c 
packages are featured. 

In addition to the newspaper list, 
similar advertisements will also run 
in The Pathfinder and Farm Journal. 
Complete schedule will reach ove: 
20,000,000 homes with each _inser- 
tion. 

Federal Advertising Agency, Inc., 
handles the account. 


Right Hat 


“The right hat for the occasion” 
will be the basic theme of the John 
B. Stetson Co. advertising and sales 
promotion program for the Spring 
1948 season. : 

Well known screen personalities, 
all wearing Stetson hats, will be used 
in the full-color, full-page ariyg: 34 
ments scheduled to appear in Life 
magazine. An individual campaign 
will be launched to promote the 
famous Stetson Whippet hat. A spe- 
cial full-color, full-page advertise- 
ment will feature the Stetson West- 
ern Styles, for the first time in over 
15 years. In line with past cam- 
paigns, Stetson will again provide 
mats for local dealers’ advertise- 
ments, plus a full range of posters 
and other display material. Agency 
for the account is Kenyon & Eck- 
hardt, Inc. 


Irwin B. Jordan, Jr., the com- 


pany’s advertising manager, also an- 
nounces the new ‘Stetson Gift Cer- 
tificate Plan.” For the first time it 
will be possible for Stetson dealers 
to sell gift certificates for Stetson 
hats which can be redeemed at the 
stores of Stetson dealers in every 
city and town in the United States. 
The company’s sales representatives 
will present this new selling plan to 
Stetson dealers on their Spring 1948 
selling trips. 


Timed for Temperature 


Timed to coincide with the ap- 
proach of cold weather, when bat- 
teries in all types of automotive ve- 
hicles begin to ‘“‘conk out,” Owens- 
Corning Fiberglas Corp. is sponsor- 
ing a national advertising campaign 
to tell the passenger and commercial 
car owner that batteries double-in- 
sulated with Fiberglass retainer mats 
are what he needs for trouble-free, 
economical operation and long service 
life. 

A series of half-page, two-color ad- 
vertisements is running in The Sat- 
urday Evening Post. A double-page 
spread has started the campaign off 
in Motor and Super Service Station. 
This is being followed by a series 
of full-page, two-color advertisements 
in these automotive business journals. 

To help dealers tie in with the 
campaign, the Fiberglas Corp. is pro- 
viding a variety of point-of-sale ma- 
terial consisting of blow-ups of the 
advertisements, “‘silent salesmen” 
cards, price cards and stickers. Many 
battery manufacturers are increasing 
their output of Fiberglas-insulated 
batteries, are installing Fiberglas re- 
tainer mats in additional models, and 
are tying in their own advertising and 
promotion with the Fiberglas cam- 
paign. Fuller & Smith & Ross, Cleve- 
land, is the agency. In cartoon-type 
illustrations, car horns, horses, rab- 
bits, etc., tell driver, “Your next 
battery can last longer.” 


Much better-tasting says Joan Bennett 


ROMA WINES 


STAR SELLING .. 


. Actress Joan Bennett appears on posters for Roma Wine during 


the company's scheduled nationwide November and December outdoor poster showing. 
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The Metropolitan Life, A 
Study in Business Growth, >; 
Marquis James. Published by The Viking 
Press, Price $5.00. 

A readable, careful study of “the big- 
gest business in the world.” The story of 
stirrings, the rich history and 
complexities of this sprawling giant, The 
Metropolitan. The Metropolitan is Land- 
lord to thousands, insurance man to mil- 
lions (One of every five Americans has 
form of 


the early 


has some insurance 


“Get Your 
feet wet’ 


SAN DIEGO 


with the 


New Books For Marketing Men 


Mr. wrote the book 
with the cooperation of the company and 
he’s done a remarkable job of research. 
The company made available to him its 
private files, pictures, cases, and the au- 
thor has drawn an incisive picture of 
many of insurance’s colorful figures. The 
chapters on housing and health are sig- 
nificant. The history of the various types 
of insurance—from life to tontine—will 
prove invaluable to the man who wants a 
clear, simple analysis of some of the more 
complicated types of insurance. 


company. James 


Best Test City in the West 


Gain your “western” experience in this typical western city. 


San Diego isan ideal proving ground for your sales and mer- 


chandising policies.It won’t cost you a fortune, either, because 


just one newspaper “buy” covers the market, daily or Sunday. 


Check the following advantages of testing in San Diego. 


¢ Typical ‘“‘western’”’ population 
makeup. Fast growing... 
alive... alert. 

¢ Almost complete isolation. 125 
miles southeast of Los Angeles 
“Outside” media not effective 
in San Diego. 


The Union and Tribune-Sun has 
the facilities ... and the will- 
ingness to help you... plus 
ample newsprint. 


¢ Western diversification! In- 
dustry, Business, Agriculture, 
Gov't and tourist incomes 
about equal. 


¢ Market index 129 to national, 
compared to California 124, 
W ashington 120, Oregon 117. 


¢ Contact Representatives for 
complete data relative to 
y Our product. 


“All the News with Partiality to None”’ 


UNION and TRIBUNE-SUN 


Union Tribune Publishing Cé., San Diego 12, California 
REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., Inc. 


New York + Chicago » Denver « Seattle + Portland « San Francisco + Los Angeles 


The Salesman's Diary for 1948, 
With “Daily Pep Pellets” by B. C. Forbes, 
Published by B. C. Forbes & Sons. Price 
(in maroon, Morocco binding) 50c; (ip 
maroon de luxe leather with gilt edges 
$1.00. Also quantity prices. 


A handy little diary for the salesman, 
It’s a vest-pocket model measuring 2% 
inches wide by 434 inches high, with Mr, 
Forbes’ “pep pellets,” bits of sound, stimu- 
lating sales advice for each day of the 
year. Try these instead of Christmas 
cards. 


The Selling Man, by W. A 
Matheson, executive vice-president of the 
Eureka-Williams Corp. in charge of the 
Williams Oil-O-Matic Division. Pub- 
lished by Heating Publishers, Inc. Price, 
$5.00. 


Written from the standpoint of an oil 
burner salesman by a man _ recognized 
as one of the outstanding sales execu- 
tives in the oil burner industry, “The 
Selling Man” does not, however, address 
itself exclusively to the oil burner sales- 
man. 


Mr. Matheson has outlined the basic 
framework on which a specialty sale is 
based. He is talking fundamentals. And 
since, by his own definition, a specialty 
sale results when a prospect is induced 
to buy something for which he had not 
previously recognized a need or desire, 
what Mr. Matheson has to say applies 
equally to the salesman for typewriters 
or radios—even to the hardy soul who 
would take a fling at selling refrigerators 
to Eskimes. 


Mr. Matheson’s is a psychological ap- 
proach to selling. From the moment of 
the first meeting between salesman and 
prospect to the point at which the sale 
is made, he is concerned constantly both 
with what is going on in the prospect's 
mind and how the salesman’s mind is 
working to convert what he learns into 
an order. 


At all times, “The Selling Man” is 
specific. Mr. Matheson has _ wisely 
avoided generalities which have no place 
in a workmanlike approach to the prob- 
lems of specialty selling. 


Because BSN brings news that its read- 
ers convert into sales, it's the best mes- 
senger for your sales-message. 
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Promotion 


The Billion Dollar Market 


Jewelers’ Circular-Keystone has a 
booklet which breaks down jewelry 
sales by classification, percentage of 
sales for each month in the year and 
two pages of facts on how many 
jewelers sell how-much. Included 
are facts concerning the publication, 
together with the results of a poll 
which asked 2,000 retail jewelers 
what they wanted to see in a business 
magazine. The magazine will supply 
you—100 East 42nd Street, New 
Tok, 17. Mh. F. 


Consumer Magazines’ Influence 


Recently Esquire had Daniel 
Starch and Staff make a survey to 
determine the relative influence of 
consumer magazines in promoting the 
sale of men’s apparel and accessories 
in department and men’s stores. The 
study was made among 150 leading 
stores in 75 cities and towns through- 
out each of the country’s nine geo- 
graphical areas. The results are in 
a promotion piece which you can 
have from the magazine, Madison at 


46th Street, New York, 17, N. Y. 


Your Annual Report 

The New York Times is a firm 
believer that your company’s annual 
report, well presented in a newspaper 
advertisement, can make you a 
world of friends. They do not mean 
a cut and dried, condescending, dull- 
as-dishwater annual report. Rather 
one which says, ‘‘Here’s the way 
things were, with us this’ past year,” 
which goes on from there and tells 
what’s what in human terms. So 
thoroughly does the Times believe 
that this is the correct way to project 
a company to people, that it has pre- 
pared a smart little booklet, nicely 
done up in cartoons, which it hopes 
is a practical demonstration of what 
it means. Worth your while. The 
newspaper is at 229 West 43rd 
Street, New York 18, N. Y. 


You and Public Opinion 


The United States News takes 
things from there, carrying an off- 
shoot ot the Times’ thinking. U.S. 
News has a booklet, “The Truth 
About Public Opinion,” which says 
that there is no more valuable com- 
modity to a business than good-will. 
More and more advertising copy, says 
[ ‘S. News, is being aimed at the cre- 
ation of that valuable article. The 
new booklet airs its feelings and 
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findings on the whole subject and it 
makes for provocative reading. The 
magazine should be addressed R.C.A. 
Building, New York, N. Y. 


Food for Thought .. . 


... is the title of a pamphlet from 
Seventeen. “Cereal,” says the cover, 
“may not be your dish or your busi- 
ness ... but we thought you would 
be interested in seeing the amount 
of thought and research which pre- 
cedes the publication of articles ap- 
pearing in Seventeen.” Inside the 
booklet are two thick stacks of copy. 


A Remarkable Aid 
to Modern 
Salesmen 


¢ Convenient 


¢ Economical 


One is labeled “The Research,” the 
other “The Article.” It may come as 
a surprise. Seventeen, 11 West 42nd 
Street, New York, N. Y. 

"Sign Up" 

Neon Products, Inc., Lima, Ohio, 
manufactures illuminated dealer dis- 
plays. To show you for whom they 
manufacture, to tell you something 
of the background of the company, 
the types of displays you may choose, 
and the scope of company operations, 
Neon has prepared a booklet, “For 
Better Business, ‘Sign Up’.” 


The New DUAL SPEED 


MOVIE-MITE 


Projector for both Silent and Sound 16mm Films 


Portable . . 


. weighs only 274% pounds, complete. Single case 


contains everything needed for complete show—projector, 
table top screen, speaker, cords, take-up reel, and has extra 
space for lamps and incidentals. 


Ideal for smaller group showings. Larger, standard screen 
may be used for larger audiences of 80-100 people. Shows 
perfect picture 6 ft. wide in darkened room. 


Movie-Mite is made of best quality die-cast and precision 


machined parts. 


Fast power rewind 
quickly adjusted framing device... 


Simplicity is the outstanding feature. In 
threading, only one moving part need be operated. Show 


adjustable 
utilizes a single, 


Write for 

illustrated can be on the screen in 3 minutes. 
folder F 

giving Reel capacity 2000 ft. 

complete ae 

details. 


sound projection 


inexpensive standard projection lamp for both picture and 
no separate exciter lamp necessary. 


Durable plywood case, leatherette covered. 


Universal, 25-60 cycle—A.C. or D.C., 105-120 volt operation. 
Convenient dual speed control switch. 


SEE YOUR INDUSTRIAL FILM PRODUCER 
FOR DEMONSTRATION. 


4, 


‘ / 
MOVIE-MITE 


1105 EAST 15th ST. 


KANSAS CITY 6, MISSOURI 
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Launderall Spurs Sales 
With Free-for-All Prize Contest 


Everybody's in onit . . . dealers, dealer salesmen, whole- 
sale salesmen. It's set up on a point system, and the awards 
include everything from all-expense vacations and auto- 
mobiles, to radios, sporting goods and home furnishings. 


Sales of Launderall washing ma- 
chines, which have been increasing 
rapidly in recent months, have been 
given additional momentum by an- 
nouncement of a nation-wide prize 
award campaign, according to Ed- 
ward A. Ash, director of the Appli- 
ance Division of F. L. Jacobs Co., 
Detroit, the manufacturer. 

So overwhelming was the initial 
response to the campaign announce 
ment, Mr. Ash says, that the opening 
date had to be postponed for two 
weeks to enable campaign headquar- 
ters to revise the detail 
work incidental to handling the large 
number of entries. 

“The first 48 atter an 
nouncement of the campaigns brought 
registrations from more than 3,000 
dealers’ salesmen,” he reports. He 
also says that all signs indicate that 
more than 15,000 retail salesmen 
and more than 5,000 retail dealers 
will participate in the campaigns. 

Originally scheduled for a three- 
month period, October 1 to Decem- 


necessary 


hours 
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ber 31, the revised dates are October 
16 to January 15. 

Characterized as one of the big- 
gest nation-wide prize award cam- 
paigns in electrical appliance history, 
the Launderall sales drive embraces 
three fronts: 

1. A “Family Treasure Hunt’ for 
dealers’ salesmen, in which winners 
will have their choice of hundreds of 
valuable prizes. 


2. An all-expense-paid vacation 
trip for dealers. 
3. Four 1948-model automobiles 


tor wholesale salesmen. 

In addition, miscellaneous awards 
will be made to distributors, dealers, 
and retail salesmen. 

Retail salesmen are credited with 
800 points for each Launderall they 
sell during the period, worth about 


$6.00 in merchandise prizes. The 
latter include “everything from a 
purse to a piano,” and there is no 


limit to the total value of awards 
which may be won by any salesman. 
Dealers must purchase a minimum 


WORK, SELL, WIN! That's what Launderall 


says in this Family Treasure Hunt Prize mail- 
ing piece. Catalog-to-come illustrates and 


describes the hundreds of available items. 


of 50 Launderalls to qualify for the 
all-expense-paid vacation trip. If a 
dealer’s accumulative purchases dur- 
ing the period total 100 Launderalls. 
he will be entitled to two trips, and 
so on. Each trip will cost approxi- 
mately $200 and, in addition, each 
winning dealer will receive $50 for 
spending money while on the trip. 
Dealers may also participate in the 
Family ‘Treasure Hunt, if they so 
desire. 

For wholesale salesmen, distrib- 
utors have been grouped in four 
classes according to the size and pop- 
ulation of territory covered. ‘The 
wholesale salesman who attains the 
highest average sales against quota 
for the three-months’ period in each 
distributor group will win a 1948- 
model automobile. 

Miscellaneous awards will include 
suitable recognition for distributors 
and dealers who make the most out- 
standing records during the cam- 
paign; special recognition to whole- 
sale salesmen other than the top men 
who make notable records; a choice 
of 100 different merchandise awards 
to retail salesmen for each sale they 
make. . 

During the same period, the enure 
sales organization will receive spe 
cial sales training in a series of meet- 
ings. For this purpose, Trade-Ways. 
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AVAILABLE TO ADVERTISERS AND AGENCIES 


INTERESTED IN THE PACIFIC COAST MARKET 


THIRD ANNUAL EDITION 


Pacific Coast 
RADIO HANDBOOK 


24 pages —over 5000 facts and figures 


THOSE who have seen and used the two 
previous editions need no introduction to 
this valuable reference book tailored to the 
special needs of advertisers and agencies 
interested in market and radio facts con- 


cerning the Pacific Coast. 


All material has been assembled from the 
most authentic and widely used sources. 
Market data is from Sales Management’s 


Survey of Buying Power— May 10, 1947. 


oe. 


If you have not received a copy—or 
would like additional copres for members 
of your staff — write: Sydney Gaynor, 
General Sales Manager, Don Lee 
Broadcasting System, 5515 Melrose Ave., 
Hollywood 38, California. 


The Nation’s Greatest Regional Network 


Muitial 


NOVEMBER 


BROADCASTING SYSTEM 


10, 1947 


THOMAS S. LEE, President 

LEWIS ALLEN WEISS, Vice-Pres. & Gen. Mgr. 
SYDNEY GAYNOR, General Sales Manager 
5515 MELROSE AVE., HOLLYWOOD 38,CAL. 
Represented Nationally by John Blair & Co. 


Inc., has been engaged to prepare 
three sound slide films, with accom- 
panying texts for quiz purposes. 
Factory representatives then will be 
called in and given the instruction, 
following which they will return to 
the field and conduct similar meet- 
ings for distributors’ organizations, 
then assist the latter in conducting 
meetings of dealers and their sales- 
men. 

News of the campaign first broke 
in September, when C. G. Remmo, 
sales manager of the Appliance Divi- 
sion, mailed a “Launderall Sales 


Flash” to each distributor, accom- 
panied by a quantity of announce- 
ment letters for distributors to send 
on to dealers. Distributors and deal- 
ers also are supplied with a “Plan 
Book,” together with suitable promo- 
tional material. 

Dealers then registered their re- 
tail salesmen, and themselves if they 
wished to participate personally, list- 
ing each entrant’s name and home ad- 
dress, together with information con- 
cerning his employinent. 

This is being followed by 15 mail- 
ings, all addressed to entrants’ 


Noble County, Indiana, is a Fort Wayne 
A.B.C. Retail Trading Area County. The 
News-Sentinel is delivered to 54.5% more 
homes in Noble County six days a week 
than are reached by Fort Wayne’s daily 
morning newspaper. 


The News-Sentinel is delivered to 97.8% of all homes 
in Fort Wayne every weekday. 


* 
Che News-Sentinel 


Gort Wayne 4 "G. ad Cuenng 
FORT WAYNE, INDIANA 


REPRESENTATIVES: ALLEN-KLAPP CO. * NEW YORK—CHICAGO—DETROIT 
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homes, as follows: 

1. A teaser titled, “To Be Opened 
Only By.” 

2. An announcement titled. 
“Treasure for You and Your Fam. 
ily.” 

3. Cappell, MacDonald’s big, mer- 
chandise prize catalog. 

4. A letter titled, “Family Treas. 
ure Hunt.” 

5. A “Treasure Map.” 

6. A mailing piece titled, “Your 
Compass Points.” 

7. Another letter, titled, “Family 
Treasure Hunt.” 

8. A mailing to wives, titled, 
“Madame, You Have a Date.” 

9. A folder titled, “Sharpen Your 
Equipment.” 

10. Another titled, 
Your Favorite Story.” 

11. A third, “Family 
Hunt” letter. 

12. A folder titled, “It’s a Treas- 
ure Scoop.” 

13. Another, titled, “When Your 
Ship Comes In.” 

14. A mailing piece titled, “Land 
Ho!” 

15. A fourth, ‘Family 
Hunt” letter. 


“Read Him 


‘Treasure 


Treasure 


Maintain Interest 


Mailings are posted at intervals 
throughout the duration of the cam- 
paign and serve to maintain interest 
at a high pitch. Directing the mail- 
ings to salesmen’s homes has the ad- 
vantage of enlisting the cooperation 
of the women folk, of course, many 
of whom stimulate their men folk 
to extra effort to win some prize 
which they have selected from the 
catalog and have set their hearts on. 

“We think this campaign is the 
grandest offer yet made to those who 
sell automatic washing machines,” 
Mr. Ash says. “Even though Laun- 
derall sales are pointing toward new 
peaks without such stimulus, we al- 
ready have proof that sales efforts 
will be tremendously encouraged by 
it. 

‘The need is always present to use 
every sales tool, old and new, in cre 
ating and maintaining the _ sales 
efforts of dealers and their salesmen. 
One of the oldest and most effective 
sales tools is an incentive plan ot 
prize awards for dealers and _ retail 
salesmen, and that is what we are 
offering in this campaign. ‘Then, to, 
it is human nature to want to Win, 
whatever the game. This campaig, 
therefore, provides a plan to capital- 
ize on the ‘let’s-play-to-win’ spirit, 4 
well as generous awards of a mate 
rial kind.” 
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This Week Makes Scoop 
On Chain Food Sales Data 


Representatives of This Week 
Magazine are showing food manu- 
facturers and their agencies a new 
and original picture on chain food 
stores, and their growing importance 
in the national food market. The big 
chains in the past have been secretive 
about the number and location of 
their stores and the volume of busi- 
ness done, but This Week represen- 
tatives succeeded in getting the 15 
largest chains to prepare uniform 
ten-year data on the number of their 
stores, the dollar volume, and the 
location by counties. 

The picture on A&P Stories is 
fairly representative of the others. 
Theirs was the first national chain 
to install cash-and-carry on a mass 
basis. ‘Their stores dropped in num- 
ber from 13,000 in 1937, to 5,000 in 
1946, but the average volume per 
store rose from $64,000 to $331,000. 
Approximately 80% of the A&P sales 
today are made through self-service 
stores. ‘hey operate in 41% of the 
counties, containing 75% of the fam- 
ilies, and accounting for 82% of all 
food store sales. A&P gets 8.8% of 
the total food store sales in its coun- 
ties. Relatively few people seem to 
know one aspect of the A&P busi- 


Agency Nery 


ness—that even today they continue 
to operate 600 wagons which tour 
county districts in the same way that 
the Hartford’s started their business 
more than 50 years ago. 


ARTHUR W. KOHLER, former man- 
ager of The Saturday Evening Post, 
now vice-president and director of 
advertising, The Curtis Publishing Co. 


MAGAZINES 


Successful Farming, the largest 
publication ever surveyed by The Ad- 
vertising Research Foundation, Inc., 
accumulated 2,010,000 readers of its 
158-page May issue within 28 days 
and obtained high readership ratings 
on the issue’s advertising and edi- 
torial content. 


FIRST COPY of Plant Engineering being delivered by Kingsley L. Rice, publisher, 
to Robert Krause, assistant plant superintendent, Container Corporation of America. 
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Results of the survey, printed in 
a 188-page report, are being distrib- 
uted to more than 4,000 advertiser, 


advertising agency and_ publisher 
executives. The report is Study 
Number Three of the Continuing 
Study of Farm Publications. 

The study determined that the 
magazine, with a circulation of 1,- 
218,616, had a total of 3,580,000 
persons 12 years of age and over 
among its subscriber families. Males 
totaled 1,850,000 and females 1,730,- 
000. Of the 2,010,000 readers, there 
were 880,000 males and 1,130,000 
females. Readers 30 years of age 
and over comprised 60% of the total. 

One or more general display adver- 
tisements in the May issue were read 
by 99% of the men and 98% of the 
women. The score for editorial read- 
ing matter was nearly the same with 
98% for the men and 97% of the 
women reading some of the issue’s 
editorial text. 

Interviews for the Successful 
Farming study were conducted in 13 
States 16 to 28 days after subscribers 
had received the May issue. The 
field survey and tabulations were 
made by The Psychological Corp., 
New York City. 

The study reports the number of 
readers per subscriber family, the 
number of readers among all sub- 
scriber families, and the readership of 
individual advertisements and edi- 
torial items. In addition, it gives 
data on subscriber families and on 
their farming. 

The highest women’s readership in 
the same issue was won by a full- 
page, four-color Sweetose Syrup ad- 
vertisement, which was seen by 88% 
of the women and also had a higher 
women’s score than any editorial ar- 
ticle, picture or cartoon. ‘wo black 
and white illustrations captured the 
highest men’s score in the surveyed 
issue, with 79% of the men looking 
at a picture of a field forage chopper 
and at a drawing of a wheelbarrow- 
type vehicle for carrying milk cans. 
An International Harvester Co. ad- 
vertisement took top honors in the 
men’s readership of advertising, be- 
ing noted by 73% of the men. 

Women outnumbered men in the 
reading of display classified adver- 
tisements, but more men than women 
read straight classified advertising. 
Cartoons appealed strongly to both 
men and women, and were read by 
88% of both sexes. The readership 
of departments outranked that of 
feature articles. 

Data on subscriber families show 
that 88% were engaged in farming 
and an additional 4% owned farm 
land operated by others. Farm land 
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ownership was reported by 71% of 
all subscriber families; 67% operated 
as well as owned farm land. 

In December, the Foundation will 
publish Study Number Four, a report 
on its survey of the September 20th 
issue of Wallaces’ Farmer and Iowa 
Hlomestead. 


Liberty Magazine, Inc., announces 
the appointment of the New York 
City office of Grant Advertising, Inc., 
to handle both promotion and circu- 
lation advertising for Liberty, Screen- 
land, Silver Screen, and Movie Show. 
Business publications will be used for 
the promotion, and newspapers in 
major markets throughout the Coun- 
try will carry the consumer cam- 
paign, which may be supplemented by 
spot radio. 


NEWSPAPERS 


Launching a well guided missile 
at daily newspapers’ antiquated re- 
lating of circulation to retail trading 
areas, George A. Jones is champion- 
ing plans to apply a single yardstick 
of circulation performance to all 
newspapers. 

Mr. Jones, who was formerly di- 
rector of research for Capper Publi- 
cations, and also in newspaper repre- 
sentative work, recently presented his 
inalysis of “Productive Circulation 
ot Daily Newspapers” before a meet- 
ng of the American Marketing Asso- 
ciation, New York Chapter. Calling 
tor an analysis of daily newspaper 
retail trading magazine 
penetration into these areas, he out- 
lines the type of information to be 
produced by such a study, and gives 
probable cost and potential revenue. 
He indicates the need for such a 
project by pointing out that adver- 
tisers are today examining their ad- 
vertising costs more and more closely. 

Information to be produced during 
the first year of the study would be 
to determine areas where each daily 


areas and 


VICTOR M. RATNER, appointed 
CBS vice-president and director 


of advertising, sales promotion. 
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newspaper reaches 20% or more of 
all families by townships, also pene- 
tration of daily and Sunday newspa- 
pers in these areas. Where a news- 
paper has a monopoly, a natural re- 
tail trading area will be shown. In 
cities having more than one newspa- 
per, test whether or not the circula- 
tion of several newspapers can also 
indicate a natural retail trading 
area. Allocate retail sales volume to 
these areas as an indication of mar- 
ket potential. Also show intensive 
circulation areas of Sunday news- 
papers. In the second year, allocate 
magazine circulations to the trading 
areas in the first year’s study. Re- 
peat newspaper and magazine study 
for each half of the country during 
the third and fourth years, respec- 
tively. 

“Actually, in planning a single 
yardstick of circulation performance 
to all newspapers,” says Mr. Jones, 
“we will be providing in the news- 
paper field a service similar to the 
work of BMB in radio—and prob- 
ably can provide a larger quantity of 
useful information than it has been 
possible for BMB to produce. 

“In the comparable Newspaper 
Measurement Study it is possible to 
say, according to one standard of 
circulation performance, that a news- 
paper has a certain circulation in one 
area daily and Sunday—and also that 
the other outside newspapers have 
so much circulation daily and Sun- 
day in the same area.” 


In his test area, which was all 
of Illinois and fractions of Indiana, 
lowa, Wisconsin, Missouri and Ken- 
tucky, and which contains one-tenth 
ot the population of the United 
States, it was found that when the 
minimum coverage outside the City 
Zone was 20% of all families, the 
tamily coverage in this outside area 
ran from 40% to 65% of all fam- 
ilies. With this information as a 
guide, it is possible to spot in advance 
those areas where the defined ABC 
Retail ‘Trading Zone is sure to be 
much larger than the outside area 
the newspaper can serve effectively. 

Further emphasizing the need for 
such a study, Mr. Jones states that 
the original boundaries of newspaper 
ABC Retail ‘Trading Areas were es- 
tablished over 25 years ago, and are, 
therefore, extremely inaccurate today. 
Originally almost all newspapers 
were allowed to define their own 
trading areas; the ABC acted as 
referee and arbiter only when several 
newspapers were published in one 
city or where a newspaper protested 
the territory claims of a neighboring 
newspaper. Consequently the defined 
ABC Retail Trading Areas in many 


DON L. KEARNEY is named na- 
tional sales manager of network 


cooperative program for MBS. 


cases do not reflect the territory 
where a newspaper gives useful cir- 
culation today. In Mr. Jones’ test 
area it was found that in 50% of the 
cases studied the defined ABC Re- 
tail Trading Areas were larger than 
the territory which could be served 
satisfactorily by a newspaper by any- 
where from 50% to 3,000%. 

Many advertisers and advertising 
agencies spotted these exaggerations 
and decided ABC City Zone popv- 
lation was a more accurate indication 
of market importance—even though 
this method was obviously unfair to 
certain markets small in city popula- 
tion and large in outside territory. 

“As long as these discrepancies 
exist, unjustified by circulation, and 
until some common yardstick of cir- 
culation effectiveness is applied to all 
newspapers,’ says Mr. Jones, “the 
newspaper which has been conserva 
tive and logical in its claims will 
suffer unjustly because there is no 
easy way to distinguish its truthful 
claims from the exaggerations of its 
more numerous brothers.” 


Newspapers in 11 cities will invest 
three-quarters of a million dollars 
this year in monthly grocery store 
inventories conducted under the gen- 
eral supervision of the Research De- 
partment of the Bureau of Advertis- 
ing, ANPA. Los Angeles, San Fran- 
cisco, Oakland, Portland, Ore., and 
Toledo are now active participants. 
Inventories established earlier are 
operating in New York, Boston, 5t 
Louis, Cincinnati, Dayton and Gary. 

Alfred B. Stamford, national di- 
rector of the Bureau, states that 1) 
cities will be in full swing by the end 
of the year. 

The information unearthed 
these monthly inventory surveys 5 
available through the Bureau to food 
products advertisers and to adverts 
ing agencies handling their accounts. 
A monthly summary of sales trends 
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in retail sales per family! 


> dai average expenditure last year for products of 

every description averaged $3601 per family—tops 
among the nation’s five cities of over one million population. 
With present spending above that of 1946, this is a significant 
indication of the greater mass distribution of wealth in the 
Detroit market, where more than 100,000 families earned 
over $5,000 .. . and less than one family in ten earned under 
$2,000. With employment and payrolls continuing at all-time 
highs . . . and with the demand for Detroit's autos still far in 
excess of capacity production for years to come . . . Detroit 


stands out as a top market for the sales of your products. 


The Detroit News Tops All Detroit Media! 


The News is tops in trading area circulation! Tops in family readership, too 
—with the largest A.B.C.—recognized home delivered circulation of any 
newspaper in America! And tops in advertising—having carried more 
advertising than either of the other two newspapers for 20 years and 
more! Yes, The NEWS is top medium in this top market and offers top 
opportunity to any advertiser seeking sales. 


National Representatives: Dan A. Carroll, 110 E. 42nd St., New York 17—The John E. Lutz Co., Tribune Tower, Chicago 11 
es 


Owners and Operators of Radio Stations WWJ. WWJ-FM. WWI-TV 
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by classifications of products is mailed 
each month by Paul S. Willis, presi- 
dent, to the entire membership of 
the Grocery Manufacturers of 
America, Inc. 

The monthly figures are sensitive 
indicators of consumer demand. They 
can be used to check the effectiveness 
of special deals and prizes, new copy 
themes and the local success of any 
form of advertising. 

° 
The Philadelphia 


Inquirer has 


adopted the policy of exclusive ad- 
vertising representation in New York 


\ AN ABC AFFILIATE 


@ BANGOR is tolking about our new ultra- 


modern studio... and 


@ BANGOR is listening to station WGUY too. 
You'll sell the Maine buyers in the Bangor 
area (a $100,000,000 market) on WGUY. 


@ NOW YOU CAN COVER MAINE'S TWO 
LARGEST MARKETS WITH ONE ORDER 
TO GUY GANNETT BROADCASTING 
SERVICES, 645-A CONGRESS, PORT- 
LAND 3, MAINE. 


Portland, CBS Affiliate, 5000 
Watts, 560 ke. 


WGUY 


Bangor, ABC Affiliate, 250 Watts, 
1450 ke. 


National Representative 
PAUL H. RAYMER CO. 


City, Chicago, and Detroit, effective 
January 1, 1948. Warner R. Moore, 
advertising director of The Inquirer, 
announces the appointment of Theo- 
dore W. Lord, research and market- 
ing expert, to represent the news- 
paper independently and exclusively 
in New York City. Robert R. Beck, 
for eight years on The Inquirer, has 
resigned to handle its representation 
on a similar basis in Chicago. George 
5. Dix, who was in charge of The 
Inquirer's automotive advertising, 
also has resigned to represent the 
newspaper in Detroit. 


A 14-week educational program 
designed to bring to St. Paul, Minn., 
retail advertisers the fruits of past 
generations’ research in what makes 
advertising sell, has been launched. 
The program is sponsored by the St. 
Paul Dispatch and Pioneer Press and 
sessions are being held in the news- 
papers’ auditorium. 


Advertising in the Color Comic 
Section of the Sunday Dallas Times 
Herald will be sold nationally by the 
sales staff of “Puck—The Comic 
Weekly,” beginning January 1, 1948. 
It is the first of an optional group to 
be associated with “Puck.” At that 
time, the Comic Section of the Dallas 
Times Ilerald will-be 50% larger 
than at present. 


ANOTHER MEDIUM 


Advertising messages, 12 billion 
—reader exposures, 250 billion, may 
be had yearly in a single advertising 
medium. ‘This is the promise made 
recently by R. B. Barton, former 
vice-president of B. B. D. & O.., Inc., 
as he announced the formation of a 
new organization, known as National 
Match Book Advertising, Inc., with 
offices at 506 S. Wabash Ave., Chi- 
cago. It will be devoted to the de- 
velopment, promotion and sale of 
match book advertising space and will 
make possible, for the first time 
through a central source, the purchase 
of space on any or all of the 12% 
billion match books. 

Mr. Barton is president of the 
organization. Associated with him 
are Frank J. Prince and William V. 
Doyle. 


AGENCIES 


The 1947 Eastern Annual Meet- 
ing of the American Association of 
Advertising Agencies will be held on 
Tuesday, November 18, at the 
Waldorf-Astoria Hotel, New York 
City. According to Gordon E. Hyde, 
president of Federal Advertising 


CARROLL F. SULLIVAN joins Ross 


Roy, Inc., as assistant to president. 


Agency, Inc., and newly elected 
chairman of the AAAA New York 
Council, the meeting will be open to 
people from member agencies of the 
AAAA New York, New England 
and Atlantic Councils, including ter- 
ritory east of the Allegheny Moun- 
tains. 

Four group meetings will be held 
concurrently in the morning: media, 
copy, mechanical and radio produc- 
tion. Three afternoon meetings will 
be concerned with management, re- 
search and art. 

At 4:30 p.m., all attending will 
join in a single session to hear the 


HUNDREDS OF 


PROFIT SOURCES 


yours today in 


the new 1947 
| treasury of 
| “NEW PRODUCTS 
"AND SERVICES” 


This exciting new Journal of Com- 
merce 64-page tabloid lists and de- 
scribes 850 mew money-making lines 
by 627 manufacturers. Yours to use, 
sell, produce or compete with. Get 
your copy now—then follow the daily 
“New Products” column in The 
Journal of Commerce. Your copy sent 
free with trial subscription of J-of-C 
—78 issues for only $5. Mail coupon 
and check today. 


Journal stLoumerce 


53 Park Row, New York 15, N. Y- 


Send me the next 78 issues plus my copy 
“New Products and Services.’’ Check for $5 is 
enclosed. 


Name. 
Address... 


Zone No..___State-__—_ 


See — 
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Ever find your way to a rich market's profit-honey blocked by a local 
brand that got there first? It happens over and over to brands promoted 


in across-the-board media that grand-tour all the 48 states. 


Look at coffee. A recent study disclosed local or regional brands snatch- 
ing the sales lead from national brands in five of the nine key markets 
covered. In seven out of the nine, local or regional brands nabbed the 
No. 2 spot, too. That’s how real concentration on high-potential local 


markets can pay off. 


Today. many a national manufacturer is making more sales, lowering 
sales cost by concentrating on high-potential local markets where sales 
come easier and faster. That’s one big reason why in 1947 national 
advertising in newspapers is marching ahead to the tune of a lusty 


29% gain over last year’s all-time record. 


Helping advertisers chart their way to sales opportunity is the Bureau 
of Advertising’s primary job. Let our sales analysis staff help you, too, 
put local marketing facts to work. Or write today for the newly revised 


booklet, Services Available to Advertisers and Agencies, 


AMERICAN NEWSPAPER PUBLISHERS ASSOCIATION 
nia 5-8575 * 360 N. Michigan Ave., Chicago |, State 8681 * 240 Montgomery St., San Francisco 4, Exbrook 8530 
prepared by the Bureau of Advertising and published by The Clev snd Press in the interest of more effective idvertising 
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BIG BLOW-OUT for 20th anniversary of Gray & Rogers, Philadelphia advertising 
agency. The six partners: (from left) Robert W. Graham, Jerome B. Gray, 
founder, Edmund H. Rogers, Sherman G. Landers, Guy E. Fry, Russell K. Carter. 


TOP EXECUTIVE 


In Today's Most Important Field 


Here is a great opportunity. 

A well-established, profitable and growing corporation 
in rural New England is looking for a top executive to 
manage its Employee and Community Relations. 

A successful background of knowledge and experience 
in Sales or Marketing together with a keen desire to 
help solve the challenging problems in this increasingly 
important area of industry will qualify you for con- 
sideration for this position. Some knowledge of or 
experience in Personnel work or in Public Relations or 
in Law should better qualify you to seize this unique 


Opportunity. 


The Corporation has one main plant and _ three 
nearby branches with a total of 3,005 employees. It 
prefers a man in his 30's who is now earning a minimum 
of $7500. 


Applicants should give age, marital status, education 
and business experience in detail, including the reasons 
for leaving any previous employment. A recent informal 
photograph should be helpful. 

Box 2495, Sales Management, 386 Fourth Ave., New 
York 16, N. Y. 


Program for Better Understanding 
of Our Economic System, to be pre- 
sented by the Joint ANA-AAAA 
Committee. This will be followed by 
a reception and the Annual Dinner, 
open to both members and invited 
guests. 


The AAAA Central Council 
Annual Meeting will be held at 
Hotel Drake, Chicago, on Friday, 
November 21, Program arrangements 
are being handled by Central Coun- 
cil governors, headed by Council 
Chairman Walter Seiler, president 
of The Cramer-Krasselt Co. 


Accounts: Lever Brothers, Inc., 
appoints Ruthrauff & Ryan, Inc., to 
handle a new product, the name and 
nature of which is to be made known 
at an early date. The Lifebuoy Soap 
account will be transferred to Sulli- 
van, Stauffer, Colwell & Bayles, Inc., 
January 1. Lifebuoy’s Canadian ad- 
vertising will continue with Ruth- 
rauff & Ryan, Inc. To the same 
agency, Thomas J. Lipton, Inc., for 
the new product, Lipton Spaghetti 
Sauce. . . . Fox Head Brewing Co., 
W aukesha, Wis., to Weiss & Geller, 
Inc., Chicago. . . . The Morse Chain 
Co., division of Borg-Warner Corp., 
to Brooke, Smith, French & Dor- 
rance, Inc. . . ..Schenley Distillers 
Corp., to Benton & Bowles, Inc., for 
Three Feathers Reserve, VSR 
Brands, and for multiple newspaper 
advertising of its Three Feathers Di- 
vision, effective December 1. 


Belvedere Hosiery Co., Charlotte, 
N. C., manufacturers of Festival 51- 
gauge nylon hosiery, appoints Marcel 
Schulhoff & Co. Business paper cam- 
paign begins immediately, consumer 
advertising in a few months. 
John J. Hall, vice-president and gen- 
eral sales manager, Richmond Radia- 
tor Co., New York City, announces 
that the firm’s advertising is being 
placed with Henry A. Loudon, effec- 
tive December 1. 


Do you have a 
product that fits 
the 


BAKING INDUSTRY? 


See Bakers Weekly's offer 
of market analysis, page 
78, this issue, Sales Man- 
agement. 
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COMMENT 


A JOB FOR THE A. F. A. 


Advertising must have been born under a giddy star. 
Viewed in the cold light of a November morning, it is, 
in reality, nothing but a tool of selling. It isn’t a frill. It 
isn’t a conceit. It isn’t art for art’s sake. It’s a tool. 


Yet it is surrounded with more superstition, more pos- 
turing, more shenanigans than any industry other than 
show business and radio. It is hampered by a tragic lack 
ot understanding on the part of those who should have 
taken the trouble to learn how to use it. It carries the 
blame of many failures that lie squarely on the doorstep 
of the sales department that has failed to utilize it prop- 
erly, failed to sell it to the salesmen and the distributors, 
failed to merchandise it down the line, failed to integrate 
it into the selling process. 


Just one of its lunatic phases is centered in the appall- 
ing number of otherwise sane business people who think 
it can be turned on and off like a faucet. Within the past 
fortnight a sales manager told one of SALES MANAGE- 
MENT’S editors in all seriousness that he once “tried an 
ad’’ in a business paper, but it didn’t pull, so he thinks 
advertising isn’t for him. So here we are, back up against 
the old fundamental need for having to explain that 
people buy seldom as a result of a single impression about 
a product. Rather, they buy as a result of many impres- 
sions received from many different sources. Because this 
is true, it is almost never possible to pin down into figures 
the “pull” of any single medium. A window display may 
draw a housewife into a store to buy a Betty Crocker 
iron, but not even the buyer herself knows how many pre- 
vious impressions brought her to the point of purchase at 
that moment. As a matter of fact, our mythical buyer 
and the Betty Crocker iron make a perfect example to 
ponder, because chances are that the Betty Crocker name 
gained its acceptance in her mind through years and 
years of effective advertising of flour and cereals done 
long before General Mills ever designed and made an 
electric iron. 


Perhaps the Advertising Federation needs to undertake 
some serious studies that will give the industry the means 
for doing a better job of education about what advertis- 
ing is and how it works, especially with reference to 
continuity and cumulative value. This seems to be the 
broadest area of misunderstanding about advertising. 


One of the most curious—because it is so completely 
illogical—behaviors of business management with respect 
to advertising is the practice of cutting advertising appro- 
priations the moment the faintest cloud shows up on the 
economic horizon. We shut off the steam when we need 
it the most. We cut the motive power when the load is 
heavier. Anybody can sell in a sellers’ market. But in 
a buyers’ market we need the full capacity of all sales- 
making processes: the head-and-footwork of well trained 
men, efhicient sales aids, consistent sales promotion, con- 
tinuous advertising. 


We only hope that the hundreds of new advertisers 
created (some of them by accident) during the war, will 
not fall into the evil ways of some of the companies that 
have lumbered along for years in the mistaken belief that 
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the thing to do is advertise when you're rolling in bug- 
ness and cut appropriations to the bone when sales are 
hard to get. Can’t we remember that advertising isn’t 
a dandyism—but a business-building mechanism which 
should be operative year-in and year-out just like an 
lathe in the factory? 


ONLY TRAINING CAN KEEP 
PACE WITH CHANGE 


Count among our advances toward the development of 
a higher level of professional thought about the science 
of marketing, the growing appreciation of the need for 
continuous training as opposed to “sheep dip’ training 
in selling. 


It took years for the idea that some training is vital 
to the improvement of manpower performance. Now 
we're getting around to the more advanced concept that, 
because selling is a dynamic process operating in a dyna- 
mic economy, training must never stop. A close corollary 
to this concept is that of the need for anticipating man- 
power needs in advance, training a pool of manpower, and 
filling vacancies with men who have already developed 
some corporate background and product knowledge. Pre. 
sumably we all hope to be in business a year from now, 
or five years, or ten. Yet hundreds of companies do 
nothing to anticipate manpower needs and train talent for 
the future. 


President C. S. Allyn of National Cash Register Co.. 
in his talk before the recent Ohio sales management con- 
ference, stressed heavily the lessons his company has 
learned about attracting and training men for the sales 
side of the business. Said he: 


“Training in our business is something which never 
ends. One mandate laid down in the infancy of our 
Sales School, which has become second nature with our 
sales personnel, is that an NCR man never graduates any 
more than a doctor, lawyer or engineer ever reaches the 
point where he need no longer study. The salesman must 
keep pace with the constant changes in business methods 
and the improvements being made in NCR products. 
Hence the evolution of sales training marches with the 
evolution of the business world and the products we 
build to fill its needs. 


“I do not believe there is a man connected with 4 
sales organization who does not believe that training " 
some degree is essential. The main question . . - 5 
whether training methods have kept pace with changing 
conditions and whether they are adequate. We have 
learned that selling is a long and unending lesson.” 


Once this idea of the need for continuous training § 
accepted, companies will set up integrated manpowé! 
programs which take in selection, training, sales tool 
and supervision, and provide for periodic reappraisal an¢ 
promotion. This will require changes in organization. 
But not until this happens will proper recognition 
given to manpower development, and not until then 
will we get more efficient management performance. 
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THE GREATEST NAME“: 


INCINNAT| 


IN INDOOR SIGNS 


DRINK _ 


Sealteal | 


HOMOGENIZED 


MILK / 


PERMA-KLEEN is this sign. And 
thé name explains. Neon tubing, 
mounted on Masonite, is covered 
with decorated Plexiglas. Can be 
furnished in various sizes and 
shapes such as round, oval, 
diamond, etc. 


ee 
FAMOUS CINCINNATI MODEL 106 with | fa i 
colorful plastic base and translucent ia 
side clips. Your product, brand name 
and slogan can be “fired-in color” in PG rot 
curved glass ponel. Effective . . SHOES 
Economical, Sand Gir), 


Qffers you the widest selection of 
Custom-Built 
Neon and Fluorescent Displays 


The CINCINNATI Advertising Products Co. 


3680 BEEKMAN ST., CINCINNAT! 23. OHIO 


Representatives 
in Principal 


Ynite od aye Cities 


Coast to Coast 


CLOCK WISE advertisers 
know how these modern 
illuminated 19” time 
pieces sell their products. The adver- 
tising is “fired in”. The case is plastic. 


i. 
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BY 
Daytom 


YOUR PRODUCT'S NAME glows on every 
counter when you furnish dealers this 
“Edge-glow’’ Model No. 114 die cast metal 
base. Fluorescent or bulb illuminated. 


YOU, who read this, are numbered among 
the smartest, most aggressive men in the 
merchandising field. You know the value of 
good point-of-sale advertising as well as good 


national advertising. 


You also know the value of doing busi- 
ness with a company large enough to handle 
your order yet careful enough to follow 
through on every detail. 

Here are just a few of the many point- 
of-sale ‘“‘eye stoppers” we have made. May 
we submit ideas or sketches without oliga- 


tion to you? Write, wire or telephone—today. 


In Chicago theres an easier way..with results the same day 
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Women’s clothing advertisers invest more 
to reach Chicago women of their promotion budgets in the Tribune than 


in all other Chicago papers combined. 


do as retal lers do - September average net paid total circulation: 


Daily, over 1,025,000; Sunday, over 1,500,000. 


use the Chicago Tribune Rates per line per 100,000 circulation 


are among the lowest in America. 


